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PRINTERS’ INK. 


A JOURNAL FOR ADVERTISERS. 





Vor. XLIX. NEW YORK, DECEMBER 14, 1904. No. 11. 


WOMEN ARE 
MENTAL 
WRESTLERS 


And the advertiser who nowadays dares to leave the women out of 
his calculations has money to lose. If you expect to convince the 
household of the usefulness and economy of your goods, put your 
arguments where the home-makers—home-buyers and home-builders 
will see them—in the 


WOMAN’S MAGAZINE 


OF ST. LOUIS. 


P Think of it! “Over” 1,600,000 copies 
a ieetctanie, ata. tee each issue, which represents “over” 


October, 1903,...........--.-....1088 | Eight Million Readers 
November, 1903. -+ 1,608,500 | each~month. Put your arguments 
january, 1908.: before the minds of these women, 
February. 1904.. : teach them to believe in your goods, 
1904... s get their trade, hold it! The in- 
fluence and prestige of THE 
WOMAN’S MACAZINE 
are invaluable assets which become 
_-—— + 7 . > 

Total copies—12 mon‘hs....19 $43,194 | the advertiser’s own ,when he enters 
Average per issue...... .. .... 1,611,933 J its columns. There's profit, safety, 
prosperity for the honest advertiser 

(no other kind admitted) in our columns. 


























Drop a note to ‘' Advertising Department”’ 


THE WOMAN’S MACAZINE 


Ware eae aia, ST. LOUIS, MO. nahtSTHR ORT, 
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©©) GOLD MARK PAPERS 6] 





(OO) Advertisers value these 
the mere number of copies print 
the sign ©.— Webster’s Dictionar: y. 


pers more for the class and rd of their circulation than for 
Among the old chemists gold 


was symbolically represented by 


Out of a grand total of 23,265 publications listed in the 1904 issue of Rowell’s American Newspa- 
per Directory, one hundred and nine are Smee mat from all the others by the so-called gold 


=—— (© ©), the meaning of which is explain 


The charge for advertisements entitled to be listed under this heading is 20 cents a line per week, 





WASHINGTON, D. C. 
THE EVENING STAR (©©), Washington, D.C. 
Reaches 90¢ of the Washington homes. ‘ 


GEORGIA. 

THE MORNING NEWS (@60), Savannah, Ga. 
A good newspaper in every sense; with a well-to- 
do clientele, with many wants and ample means, 
Only morning daily within one hundred miles. 


ILLINOIS, 
Only paper in Chicago re- 
because TRIBUNE ads bring 





TRIBUNE (© ©). 
ceiving this mark, 
satisfactory results. 


BAKERS’ HELPER, ( ) Chicago, My 
Mark” baking journa 


known. Subscribers in every Pete, aa id fers Seaineny. 


KENTUCKY. 

THE COURIER-JOURNAL (© ©), Louisville, 
daily, Sunday and weekly. Not only has 
classand quality of circulation, but also quantity. 
While an old and conservative newspaper it has 
never lacked progressiveness. It was the first 
pox outside of New York city to introduce the 

rgenthaler linotype machine. It is carried 
every day of the week on a special train of its 
own to the heart of the wealthy “* Blue-grass 
region,” and has alarger circulation in that 
territory than any other daily. 


MASSACHUSETTS. 
BOSTON EVENING TRANSCRIPT (@6), estab- 
lished 1830. The only gold inark daily in Boston. 
BOSTON PILOT (© ©). every Saturday. Roman 
Catholic. Jas. Jeffrey Roche, editor. 


T*=NORTHWESTERN MILLER 


Minneapolis, Minn.; r yea: 
bo lowe and flour trade = 4 over athe world. The 


only “Gold Mark” milling journal ( 


NEW YORK, 

THE POST EXPRESS (©©). Rochester, N. Y. 
Best advertising medium in this section. 

ENGINEERING NEWS ( ).—The highest tech- 
nical authority in journalism.—Brooklyn Eagle. 

HARDWARE DEALERS’ ey 

In 1903 no issue less than 17, 000 @®) 

bD. 1. MALLETT, Pub., 268 B 263 Broa a, N. Y. 

THE NEW YORK TIMES | (© ©), “Alithe news 
that’s fit to print.” Net circulation exceeding one 
hundred thousand copies daily free of returns 

ELECTRICAL WORLD AND ENGINEER (© ©), 
established 1874; covers forei -_ and domestic 
electrical purchasers; eekly circulation. 











BUFFALO COMMERCIAL (© Desirabl 
because it always produces satis a. resulta, 


CENTURY MAGAZINE (@ ©). There area few 
people in every community who know more 
than all the others. These people read the 
CENTURY MAGAZINE. 


NEW YORK Le es ©). daily and Sun. 
day. Established 1 A conservative, clean 
and up-to-date new <A whose readers re 
sent intellect and purchasing power toa high. 
grade advertiser. 


FOREST AND ST STREAM (ce) 


Largest circulation of any 
Goes weekly to wealthy recré recrea! 


OHIO. 


CINCINNATI bpd eg nn ©®). Great—influ- 
ential—of world-wide fame t advertising 
medium in prosperous Middle West. Rates and 
information supplied by Beckwith, N.Y.-Chicago. 


PENNSYLVANIA. 
THE PUBLIC LEDGER (00), Lx ONLY news- 
into t = Philadelphia 


1 W rite” 





nel *Philadelphia’s landmarks: Independ- 

— Hall and Public Ledger.” Circulation grow- 
faster than for 50 yoars; leader in Financial, 

i ucational, Book, Estate, Auction, and all 

other classified advertising that counts. 


THE PITTSBURG DISPATCH (©6), Pittsburg, 
Pa. Delivered in more homes in Pittsburg than 
any other two Pittsburg newspapers. 


SOUTH CAROLINA. 
THE STATE (@©), Columbia, S. C., reaches 
every part of South Carolina. 
VIRGINIA. 
be gop LANDMARK (@ ©) has quantity as 
well as q' ce Goes into 80¢ of the homes in 
Norfolk 4 v cinity. 


WISCONSIN, 
THE MILWAUKEK EVENING WISCONSIN 
(©©), one of the Golden Dozen Newspapers. 


NOVA SCOTIA, CAN. 
THE HALIFAX HERALD (©©) and Wy EVEN- 
ING MAIL. Circulation exceeds 16,000, flat rate, 


THE TORONTO GLOBE (00) 


Canada’s National New r. United States 
representatives, BRIGHT & VERREE, New co 
and Chicago. Sworn circulation exceeds 50, 
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A JOURNAL FOR 


PRINTERS’ INK. 


ADVERTISERS. 


ENTERED AS SECOND-CLASS MATTER AT THE NEW YORK, N. Y., POST OFFICE, JUNE 29 1893. 


VoL. XLIX. 
THE DECEMBER MAGA- 
ZINES. 


The amount of paid advertising 
carried by each of the leading 
monthlies for December is as fol- 
lows: 














Agate 
Pages Lines 
Review of Reviews........ 192 43,776 
Harper’s Monthly, ae 41,496 
Everybody’s .. 175 39,900 
McClure’s.. 17% 39,047 
Scribner’s... 150 34,980 
Century soos 380 34,393 
SE ee 151 34, 
Country Life in America 
(cols. sco 08 33,306 
World’s Work. . 138 32,172 
Atlantic Monthly. 121 28,628 
Booklovers... ... 120 27,732 
Leslie’s Monthly... 114 2,992 
Metropolitan ............. 101 23,432 
Ladies’ Home Journal 
Mn etadeess dues bss 114 22,800 
Cosmopolitan.......- wei 20,520 
Four Track News 88 19,712 
Delineator (cols.)........ 146 19,640 
Good Housekeeping...... 84 19,152 
Red Book.....000¢ scsse.- 84 19,152 
The World To-Day.... . 80 18,560 
Woman’s Home Com- 
panion (cols.)........+++ 86 17,273 
ERS 69 16,284 
Pearson’s...++ hiss <cheueaeis 67 —- 15,580 
ab Kcbsae ceed 45008 64 14,999 
Success (cols.)..........++ 96 14,626 
Harper’s Bazaar... scence 64 14.626 
RMMECORD. ...cccccsecce 63 14,490 
Strand...., eocccccccccces 50 11,860 
Oe 49 11,398 
Ladies’ World. .cccccccess 53 10,693 
8 errr 45 10,372 
Designer (cols.).....00+.+. 78 10,129 
Field and Stream.......... 36 8,565 


The above compilation seems to 
come as near a comparative esti- 
mate of the amount of paid busi- 
ness carried by each magazine as it 
is possible to indicate in figures. 
There are various points of dif- 
ference between the leading 
monthlies, however. The Little 
Schoolmaster has made it a rule 
to count as paid advertising all 
announcements except those of the 
publisher of the magazine itself. 
For example, an advertisement of 
a book published by McClure, 
Phillips & Co. appearing in 
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McClure’s is excluded from the 
count, but when appearing in any 
other magazine it is included as 
paid advertising. This class of 
advertising is commonly paid for 
by an exchange of space, but rep- 
resents cash in another form, In 
the case of a magazine like the 
Christmas Atlantic it swells the 
grand total of advertising far be- 
yond the normal, for where this 
monthly is credited with 121 pages 
of business this month it had sev- 
enty-seven in November. Harper's 
Monthly has a good deal of this 
exchange publishers’ business, 
whereas Everybody's has hardly 
any, most of its business being 
commercial, In last month’s count 
the Tabard Inn Company adver- 
tising in the Booklovers was ex- 
cluded because the same corpora- 
tion publishes the magazine, but 
the Little Schoolmaster is now in- 
formed that in the bookkeeping of 
the company all such advertising is 
credited in cash. This month, 
therefore, it is included. 
* * * 

The Christmas magazines sug- 
gest an essay on the subject of 
Magazine covers. A cover has a 
certain value as display advertis- 
ing for the magazine. If attractive 
and different from those of its 
competitors it creates newsstand 
sales. In their efforts to produce 
striking covers publishers often 
overlook the fact that they must 
be pleasant to ‘handle as well as to 
look at. The World’s Work this 
month has a bronze cover that is 
not entirely good to take under 
one’s arm, and Harper’s Monthly 
has a varnished cover that is sticky, 
The editor of Scribner’s points out 
a new value in magazine covers 
that has probably escaped the pub- 
lisher who tries for a new effect 
every month. The familiar yel- 





4 PRINTERS’ 


low and black cover of Scribner's 
appears eight months in the year, 
with four colored covers to mark 
the four seasons. This combina- 
tion gives two kinds of advertising 
value. The standard yellow cover 
has become a trademark for Scrib- 
ner’s, and the publishers have 
ample assurance that readers value 
it. It also serves as a background 
for the four colored covers issued 
each year, so that the appearance 
of a special cover is the sign of 
something out of the ordinary on 
the newsstands, 
* * * 

Another source of discrepancies 
is found in the page sizes of the 
different monthlies. The “stand- 
ard” magazine page is reckoned at 
228 agate lines, and advertisers 
who use a large list of mediums 
make up their ads thereto. But in 
pages made up of small ads some 
magazines allow a greater depth of 
page, and these have been taken 
as the standard. According to 
the Little Schoolmaster’s measure- 
ments the number of agate lines 
per page or column of the different 
monthlies is as follows: 

Agate Lines 


Per Page 
BREE  scstus cies sessaes es 236 
POET, nv ncncnsvsccceWessees 230 
Atiamtec Moeitily ......0026. 236 
ONES <neuvecsansey anes 232 
SEE cs cdiaeh sku ssennesiv~'ee 228 
ES Sear 228 
Country Life in America (col.) 172 
Delineator (col.) .....ccceee 134 
(a 0 ee 134 
DEED Gicscvseecesess 228 
Field and Stream ........... 232 
Four Track News ....sccce 224 
Good Housekeeping ........ 228 
Hearoeres BOxbar 22.26 scccse 228 
Harper’s Monthly .......... 228 
Ladies’ Home Journal (col.).. 200 
Ladies’ World (col.) ....... 200 
Leslie’s Monthly ............ 228 
DNIED csc ccresssuwese 230 
0 Seer 228 
PMC OIME. x:0600000stweewe 232 
Munsey’s ......cccccccccese 232 
Soe er 232 
DED: . desewwb seen seco ee 230 
SE EE xed nnne 600 689 wox:0% 228 
Review of Reviews ......... 228 
DT: sviabensosssasusa' 232 
EE TE bv wc ceecvsescieese 228 
ND oct veessensvewccsecee 236 
Success (col.) ......eseeeces 172 
Woman’s Home Companion 
Ch PPP rer rere ree 200 
World To-Day 232 
232 





World’s Work 
* 


One of the diversions of the 
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month was the newspaper adver- 
tising of Everybody's by Mr. Law- 
son, who took large spaces in lead- 
ing dailies throughout the country 
to call attention to his attack on 
the life insurance companies, ask- 
ing clergymen to send him names 
of people too poor to buy the mag- 
azine. Opinion as to the Lawson 
articles is conspicuously divided, 
some newspapers calling him a 
“squealer” and others endorsing 
his articles enthusiastically. Still 
a third party inclines to think that 
the Bostonian has a stock promo- 
tion scheme to advertise. What- 
ever his motive or lack of motive, 
there is no question as to the ef- 
fectiveness of Mr, Lawson’s ad- 
vertising methods. He has estab- 
lished a precedent in attaining pub- 
licity that relegates the great ad- 
vertising prototype, Barnum, to 
limbo. And in the meantime the 
circulation of Everybody’s goes up 
by fifty-thousand bounds, 


* * * 


An ad that is at once unique and 
questionable in point of advertis- 
ing value is the page in Every- 
body’s describing the Thomas Jef- 
ferson Bible. The third President 
of the United States arranged the 
story of the Crucifixion to his own 
liking, using clippings from the 
four Gospels. This volume was 
bought by Congress, and has now 
been reproduced at Washington 
for free distribution through Con- 
gressmen and Senators, George W. 
Ogilvie, a Chicago book publisher, 
takes a page in Everybody’s to call 
attention to the distribution, the 
whole advertising value of his an- 
nouncement lying in the request at 
the bottom to read another page 
ad in the same issue describing his 
new edition of Webster’s Diction- 
ary. It would be interesting to 
know, absolutely, by actual replies 
and sales, whether such round- 
about publicity pays. To the criti- 
cal observer it would appear to be 
money wasted, 

* * * 

Another out-of-the-ordinary bit 
of advertising is the four-page 
“reader” in the World’s Work for 
the George Junior Republic, at 
(Continued on page 6.) 














PRINTERS’ INK, 


THE SATURDAY 
EVENING POST 


last week had a circulation of 


727,500 copies 


a larger circulation than ever before 


attained by a weekly magazine, for 
which large doses of Printers’ Ink has 


been largely responsible. 

If we can get nearly three-quarters 
of a million people to respond to our 
advertising, you can influence the same 
class of people to respond to yours. 

Our representatives can tell you how 
it can be done, and how it has been 


done by others. 


THE CURTIS PUBLISHING COMPANY 
PHILADELPHIA, PA. 


Mr. E. W. Spautp1neG, Mr. E. W. Hazen, Mr. A, B. Hitcucock, 
1 Madison Avenue, Home Insurance Building, Barristers Hall, 
New York. Chicago, IIl. Boston, Mass. 
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Freeville, N. Y. This institution 
educates wayward boys and girls, 
who become its citizens, passing 
laws for their own government and 
electing officers to enforce them, It 
has an aluminum currency with 
which citizens are paid for their 
work, and in which they pay all ex- 
penses of board, lodging, etc. The 
four-page “reader” is published to 
solicit funds to carry on the institu- 
tion, and puts the raising of money 
for charitable purposes on a basis 
that is at once new, dignified and 
far-reaching. The actual results 
brought by this ad, too, would be 
interesting to know. 
* ok * 

Doubleday, Page & Co. had a 
housewarming at their new build- 
ing Novmber 17, entertaining the 
whole publishing and advertising 
fraternities, and many prominent 
writers and editors. Their build- 
ing, in East Sixteenth street, is 
six stories high, with a basement 
used as a stockroom. Five presses 
on the first floor turn out the 
World’s Work and Country Life 
in America in full view of the 
street. Executive and editorial 
offices are on the second floor, cir- 
culation department on the third, 
mail and subscription departments 
on the fourth, bindery on the fifth 
and composing room on the top 
floor. About a year ago Mr. 
Doubleday said he would establish 
another magazine as soon as an 
idea was found for one as good as 
those behind the firm’s present 
periodicals, This idea has now been 
unearthed. In February the first 
issue of the Garden Magazine will 
appear with the Doubleday-Page 
imprint. Selling at ten cents, and 
about the size of Life, as to page 
dimensions, it will treat the sub- 
ject of gardening from every side, 
with especial reference to the pho- 
tographic. The Garden Magazine 
is an offshoot from Country Life 
in America, amplifying and making 
more accessible the feature that 
has proved most popular in the 
older publication. Speedy failure 
has been predicted for it, and this 
leads Mr. Doubleday to believe 
that it will be a success. Like the 
firm’s other monthlies, it will prob- 
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ably develop into a valuable publi- 
cation to reach a class. 
* * * 

Mr, Munsey, too, is launching a 
new monthly, and one that con- 
forms to the traditions of his own 
success, called the All-Story Mag. 
azine, It appeared on newsstands 
early this month. The price is ten 
cents, and the name indicates its 
policy. Like the Argosy, it will 
have only fiction, containing a com- 
plete novel, twelve short stories 
and five serials in each issue. 

* * * 

It is stating no mere theory to 
say that some of the large month- 
lies are valued as much for their 
advertising as for their reading 
pages. Few really important 
monthlies carry as many pages of 
text as of advertising, the pro- 
portion of the latter being about 
one third to one half more. The 
announcements contained in a mag- 
azine like McClure’s, with 144 
pages of text to 180 of reading, 
are needed in the conduct ot a 
home. Publishers attach more and 
more importance to the advertising 
sections, not only as a source of 
revenue, but as a feature to attract 
readers. Everybody's indexes its 
ads, and this practice has been 
taken up by one or two other 
magazines. The Strand has 
adopted it in England. The De- 
lineatoy recently used large space 
in newspapers to advertise its ad- 
vertising pages in the same was as 
its articles are announced each 
month, This ad, prepared by Ralph 
Tilton, said, “It is customary in 
advertising a Magazine to urge the 
public to buy on account of its 
literary and artistic features, or its 
articles of interest and practical 
utility. The Delineator for No- 
vember is well filled with all these, 
but we invite the women of Ameri- 
ca to buy it for another reason— 
the advertisements which appear in 
its columns. It carries more high- 
class advertising than any other 
monthly magazine in America, and 
back of every offering of mer- 
chandise the Delineator stands 
with its own guarantee of ‘satis- 
faction or money refunded.’ Five 
million women will use these ad- 
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yertising columns to determine 
what to ask their dealer for—to 
inform themselves of the news of 
new goods and to experience the 
pleasure of a ‘shopping tour’ at 
their own reading table.” Then 
followed a resumé of the adver- 
tising pages. Among magazines 
that are notably valuable for their 
advertising the leaders are the 
Ladies’ Home Journal, Delineator, 


McClure’s, Review of Reviews, 
Harper's, Scribner's, Century, 
Munsey’s, Everybody’s, Country 


Life in America, Good Housekeep- 
ing, Woman’s Home Compamon, 
Ladies’ World, World’s Work, 
Booklovers and Success. In these 
the paid announcements are inter- 
esting either in point of numbers, 
or for their individual quality, as 
in Success, Good Housekeeping, 
ete, where they echo the particular 
subject treated by the magazine 
itself, 


* * * 


One of the best of the ten-cent 
magazines is The World To-Day. 
As a serious, comprehensive re- 
view of the times, combining news 
summaries and original articles, 
nothing like it is obtainable at the 
price. The magazine has secured 
a good footing in that graveyard 
of magazine hopes, Chicago, and is 
being actively exploited on its sub- 
sc:iption side. Last July the price 
was reduced from $3 to the present 
rate, and at the same time the 
periodical was enlarged and im- 
proved. The result was immedi- 
ate. K. W. Johnson, advertising 
manager, says: “In the table which 
appeared in PRINTERS” INK of No- 
vember oth, The World To-Day 
with its 19,256 lines, occupied an 
honorable place near the leaders 
and ahead of the old-timers, This is 
the first time a Western magazine 
has ever secured a place on a list 
of this kind. On a list showing 
the percentage of increase in vol- 
ume of advertising, as compared 
with the corresponding month of 
last year, The World To-Day, with 
400 per cent increase, would doubt- 
less stand at the head. The adver- 
tising pages are carefully censored. 
No. objectionable or even doubtful 
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business, is accepted. The distri- 
bution of circulation, unlike that 
of any other high-class magazine, 
is mainly in the Central Western 
States; ninety per cent of the total 
is west of the Alleghany Moun- 
tains, in the territory not so thor- 
oughly covered by its Eastern con- 
temporaries. A large share of its 
advertising patronage is doubtless 
influenced by this consideration.” 
———_+.@———— 


THE SUBWAY SIGNS. 

A correspondent writes to the New 
York Sunday Zimes for November 
27, 1904: 

I have traveled almost daily in the 
Subway, and, as a matter of curiosity, 
I have usually asked a fellow-passenger 
what he thought of the advertising signs, 
I have yet to meet the person who con- 
siders hom objectionable, 

Presuming that I have a right to an 
opinion, I would like to say that there 
appears to be no sense in the hubbub © 
created by these signs. They do not in- 
terfere with the names of the stations, 
which practically “stand out” in bold re- 
lief by reason of contrast to the different 
sizes and general “‘get-up” of the wall 
advertisements. 

In all walks of life the young should 
take pattern from the old, because the 
latter has experience which is always 
beneficial to follow, and it is by this con- 
tinuous chain of transmission of intelli- 
gence the world progresses, 

London (the old) permits advertising 
signs of all kinds to appear on the walls 
of the underground, which, being the 
life blood of trade, fosters and stimu- 
lates business to the great benefit of the 
~~ commerce. 

rrespective of creating an extraordin- 
ary flow of capital, by which thousands 
upon thousands of persons are benefited, 
through the money-spending interest 
which these signs create, their clever ar- 
tistic appearances incite the public to 
nae comment; they also open up 
new channels of thought to advertising 
artists which benefits the advertisers at 
large, so that fresh ideas spring into life 
superior to those that have gone before, 
thus producing materials which fertilizes 
and benefits the world in this particular 
sphere. 

This condition of affairs has existed 
ever since the opening of the under- 
ground in London, and if it were no 
for the fact that it has proved heneficia 
all around (to the underground, to the 
stockholders, to the originators of the 
signs, to the printers of them, to those 
employed in putting them in place, to 
the agents who have control of this style 
of advertising, to fhe advertisers, and 
to the public generally,) it would long 
have ceased to exist. 

New York (the young) can therefore 
well take pattern by such example, which 
has stood the test of time, as the result 
must be productive of good to all con- 
cerned. 

Therefore, stop the hubbub and let 
the signs remain, 





PIANO ADVERTISING. 


In the Christmas Munsey, six 
piano makers use from a quarter- 
page to a full page space for the 
purpose of advertising their pianos. 
To the seeker after information 
about pianos these ads are disap- 
pointing, for they are practically 
barren of ideas. 

The full page of the Steinway 
Piano starts off with generalities, 
continues with the statement that 
it is “the best piano in the world,” 
and winds up by requesting that 
the public “examine and try these 
remarkable instruments before 
purchasing elsewhere.” 

The Steck Piano ad contains the 
information that “Parsifal’” was 
composed on a “Steck,” though 
just why this should interest the 
great American public it is hard to 
say, as the great American public 
is more likely to play “Come, Take 
a Ride in My Air-Ship” than 
“Parsifal” on a piano, whether a 
“Steck” or otherwise. 

The Hardman Piano is “dis- 
tinguished for its tone”; the Vose 
is “superior in artistic quality, be- 
cause superior in essentials’; the 
Ivers and Pond “excels in tune- 
staying and wear-resisting quali- 
ties;” and finally, the Blasius has 
“fifty-five points of merit,” and 
“excels in musical possibilities.” 

Now all this may be true, but it 
certainly sounds like blue sky and 
moonshine to the magazine reader 
who wants to buy a piano and 
doesn’t know which to purchase, 

It is true that a musical instru- 
ment is a hard thing to adver- 
tise, because after all, it is the eye 
that is appealed to by an ad, while 
the instrument itself must be sold 
by an appeal to the ear of the pros- 
pective buyer. 

But, there are “talking points” 
about every instrument that can be 
dwelt upon. 

In the Steinway ad, the state- 
ment is made that the Steinway 
piano costs more to build and is 

‘sold on a smaller margin than any 
other piano. Why not go on and 





tell why it costs more to build? 
Why not explain some details of 

piano construction, and show by 

means of illustrations, the differ- 
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ences which make the Steinway 
cost more to build? 

Why not explain just how the 
Vose is “superior in essentials”. 
how the Ivers & Pond “excels in 
wear-resisting qualities.” Why not 
elucidate the Blasius’ “fifty-five 
points of merit?” 

The remarkable feature of piano 
advertising lies in the fact that 
such poor work should be tolerat- 
ed when such good advertising is 
being done by an allied industry— 
the makers of piano players. 

The advertising of the Pianola, 
perhaps the most widely known of 
all piano players, leaves absolutely 
nothing to be desired. It has ap- 
peared for several years in the 
prominent magazines, and every ad 
has been interesting and informa- 
tive. No generalities here—no 
high-sounding phrases—just facts, 
told in clear, dignified, forcible 
English. Space has been used lib- 
erally—even six-page inserts have 
been used when the story demand- 
ed it—but every line has been used 
to its best advantage. 

Let the piano makers use space 
lit rally but intelligently—let them 
insert ads that advertise—let them 
prepare copy free from generalities 
and_ technicalities—let them rely 
less upon testimonials and more 
upon what John Smith is likely 
to think, and they will make their 
advertising space pay well. 

Pianos are luxuries, and in these 
days of prosperitv is the time to 
sell them, Magazine ads will sell 
pianos, but they must be the right 
sort—and the six specimens in the 
Christmas Munsey are useful only 
as examples of how not to do it. 

JAMEs W. PEMBERTON. 
ee 

“THE Toggery Shop” is a name much 
affected by fashionable haberdashers, 
as it has newness combined with ex- 
clusiveness. A Chicago haberdasher on 
one of the unfashionable streets, sell- 
ing popular-priced goods, has taken all 
the “tone” out of it, however. His sign 
reads “Cohen’s Old Reliable Toggery 
Shop—Cheapest Place on Earth to Buy 
Swell Gents’ Furnishings.” 

—+e>___—_ 

Aw effective mailing card from the 
Standard Index Card Co., Philadelphia, 
is a specimen index card, bearing argu- 
ment and diagrams showing shapes of 
holes punched to fit any make of cabi- 
net. Anything that shows goods 80 
clearly is good advertising. 
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SELL I ONIN 


THESE PAPERS PROVE 


Circulation Figures 


An advertiser who buys space in a newspaper is entitled to 
know all the facts regarding its circulation. Not all papers, how- 
ever, are willing to open circulation books to inspection on de- 
mand. It is a reasonable supposition that a newspaper that 
does not furnish proof of circulation does not tell the whole 
truth about it. 

The following high-grade afternoon papers are standard 
mediums with advertisers, because they are honest ; they con- 
ceal nothing with respect to their circulations ; they issue sworn 
statements every month: 



































The Minneapolis Journal The on “ys circulation 

is “The Great Daily of : ¢~ Of over 63,000 copies. 

the Great Northwest.” Minneap olis This is all-home-delivered 
It has a sworn, net, J ournal circulation. 


“The Great Hoosier Daily” The , ier to be greater 
has a sworn, net, daily, ‘ .. than the combined net, 
paid circulation ofover Indianapolis daily, paid circulation of all 
74,000 copies. This is News other Indianapolis papers. 


The News has a sworn, net, Th satisfactory statement to 
daily, paid circulation of e the “ American Newspaper 


over 54,000 copies. It is Baltimore Directory.” Larger 
the only Baltimore paper circulation in Baltimore 





that furnishes a News than any other newspaper. 
“Canada’s Greatest News- Th Montreal English dailies 
paper” has a sworn, net, e combined. Reaches 


paid, daily circulation of Montreal _ ninety per cent of the 
over 56,000 copies, larger English-speaking families 
than that of all other Star in Montreal. 


The Star has a sworn, net, Th homes of white families 
paid, daily circulation e at the National Capital. 


exceeding 34,000 copies. Washington 15,000 of these 
It reaches ninety-two per St receive no other 
cent of the occupied ar Washington newspaper. 


If you are interested in publicity in any of these cities, I 
shall be pleased to furnish more circulation proof regarding 


these mediums. ° 
DAN A. CARROLL, 
Special Representative, 


Tribune Building, W. Y. PERRY, Tribune Building, 
New York. (Western Manager.) ~ Chicago. 


© 
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THE VALUABLE SAVINGS 
ACCOUNT. 





Bankers often call attention to 
the fact that in advertising for sav- 
ings depositors they really have 
little to offer the public but mod- 
erate interest and security. Their 
margin for advertising expendi- 
ture, too, is somewhat narrow 
compared with that of a pro- 
prietary remedy or food specialty. 
To spend several dollars in 
newspaper space for the purpose 
of securing a savings account 
that begins with one dollar may 
look like a poor economic proposi- 
tion. Yet, according to statistics, 
the average amount kept on de- 
posit by savings depositors in the 
United States is larger than in any 
other country of the world, and 
the business of attracting these 
accounts by advertising ought to 
be eminently profitable, 

* 


A recent bulletin of the Depart- 
ment of Commerce and Labor 
shows that in the savings banks of 
the world there are deposited ten 
and a half billions of dollars, own- 
ed by more than eighty-two mil- 
lions of depositors. Of this total 
the United States has nearly one- 
third, or three billions of dollars, 
owed by 7,305,000 depositors. 
The statistics were drawn from 
about one-half the population of 
the world, or 770,000,000 people, 
but the United States, with less 
than nine and a half per cent of 
this population, has over twenty- 
nine per cent of the total savings 
recorded. The average deposit in 
the United States is $418.89, or 
more than four times the average 
for all the rest of the world. 
Canada comes next, with an aver- 
age deposit of $289.14. The av- 
erage per capita of population in 
the United States is $37.38. Den- 
mark leads with $96.41 and Switz- 
erland is second with $62.26. The 
average savings bank deposit for 
all other countries together is 
$101.01, or $11.00 per capita of pop- 
ulation. Thus the United States 
has practically three times its nat- 
ural quota, : 

* * 


These figures do not indicate, 


necessarily, that the United States 
is the thriftiest country on earth 
But they do indicate that so fap 
as the savings bank is concerned 
the average American is a more 
desirable depositor than the citizen 
of any other country, The French. 
man is unquestionably more thrifty 
than the American, but he keeps 
only a relatively small portion of 
his savings in banks. The habit of 
saving through generations has 
taught him how to invest money, 
and he is a large buyer of bonds, 
The American has not as yet de- 
veloped this trait. He has not 
even learned to use savings banks 
as a nation, for the total number 
of deposits in the United States is 
only half the total electoral vote 
of the country. 
* * 
The high average of deposits in 
the United States indicates what 
results may attend intelligent bank 
advertising. A study of savings 
bank statistics from all countries 
leads the Department of Commerce 
and Labor to the conclusion that 
the spread of general financial edu- 
cation and banking habits among 
large masses of people shows di- 
rect returns in savings deposits, A 
savings bank in the United States 
can afford to spend three times 
as much in advertising as a sav- 
ings institution in any other coun- 
try in the world, or, to be more 
exact, it can pay three times as 
much for depositors, Each new 
account, though begun with a 
single dollar, is the nucleus of an 
average account of more than $400, 
and a growing, stable account at 
that. In many other countries the 
average savings account is so much 
smaller that advertising would 
probably be out of the question. 
There would be little incentive for 
the Japanese savings banks to ad- 
vertise for accounts that ultimately 
average only $5.48. In the United 
States the average profit on a sav- 
ings account is several dollars @ 
year. In the twenty-two other 
countries considered in these sta- 
tistics there are twelve where it 
must average less than a dollar. 


_—_—- lo s 
FrEsHNEss without frankness excites 
suspicion. 
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The Philadelphia 
Bulletin’s Circulation 


We 


The following figures show the actual daily average 
circulation of ‘‘The Bulletin’’ during the first eleven 
months of 1904: 


January . . 159,3¢¢ copies 
February . 186,890 copies 
March. . . 183,83¢ copies 
April . . . 182,6¢9 copies 
May .. . 1¢9,543 copies 
June .. . 185,319 copies 
July .. . 181,543 copies 
August . . 183,404 copies 
September . 185,017¢ copies 
October . . 187,539 copies 
sNovember . 191,168 copies 


*Bee Roll of Honor column. ’ 

‘‘The Bulletin’s’’ circulation figures are net: all 
damaged, unsold, free and returned copies have been 
omitted. 


WILLIAM L. McLEAN, Publisher. 
In Philadelphia nearly everybody reads The Builétin 
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CREATING SENTIMENT FOR 
THE HARP. 


Lyon & Healy, the Chicago 
music house, have begun a very 
curious advertising campaign on 
behalf of the harp as a musical in- 
strument for the home. The harp 
is unquestionably the oldest of true 
musical instruments, Appearing in 
some form in all times and coun- 
tries, it goes straight back through 
history and beyond the beginning 
of all human records. During the 
past century, this instrument has 
suffered a setback, being displaced 
by the piano. Players have for- 
gotten it, and makers had ceased 
to improve it. The latest im- 
provement in the best European 
make of harp, it is said, dates back 
to 1812. For many years Lyon & 
Healy have been the only makers 
of harps in this country, selling in 
a quiet way to the professional 
players of the instrument and a 
considerable circle of amateurs. 
The Lyon & Healy harps have been 
steadily improved from year to 
year, and the house is now the 
largest in the world in this trade. 
Mr. Healy believes that there is 
to-day a wide field for the instru- 
ment, and to develop this field an 
advertising campaign in leading 
magazines was started January 
Ist. Within the next year $10,000 
will be spent. 

“This campaign is based on both 
business and sentiment,” says B. 
H. Jefferson, advertising manager. 
“While there are hundreds of peo- 
ple who play the harp and love it, 
and its popularity is just beginning, 
Mr. Healy admires the instrument 
for itself, and believes in it, and is 
proud of our own advancements in 
harp-building. For this reason the 
campaign might be conducted with- 
out any immediate indication of 
profit. But the demand for the 
harp is very real. Our advertise- 
ments have thus far appeared in 
Collier’s, McClure’s, Century, At- 
lantic Monthly, Saturday Evening 
Post, Harper’s Magazine, Book- 
lovers Magazine, Delineator, Lit- 
erary Digest, and some of the jour- 
nals that go to Roman Catholic 
convents where music is taught. 
From this advertising we have re- 
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ceived as many as sixty inquiries 
per day regarding the harp. You 
would hardly imagine that there 
was sO much interest in the in- 
strument, would you? After the 
first inquiry we encounter the chief 
difficulty in the harp proposition~ 
that is, its cost. Harps are much 
more expensive than pianos. We 
have them ranging in price from 
$350 to $1,500. To overcome this 
inertia is the real problem of the 
campaign, but we have the utmost 
confidence in the instrument. It 
is being played to-day by hundreds 
of women of social position, and 
is also peculiarly fitted for children. 
The initial cost is great because of 
highly paid labor and expensive 
materials necessary in construction, 
but the harp will last at least one 
hundred years, which is much 
longer than the life of the best 
grand piano. As a proposition it 
is intrinsically right. Therefore, I 
have no doubt that advertising of 
the right sort will put it on a pro- 
fitable basis and establish a demand 
that will steadily grow with the 
years. To inquirers we send our 
large booklet, ‘The Spell of the 
Harp,’ as well as other matter that 
deals with its history and demon- 
strates its intimate musical quality. 
Easy terms of payment for the in- 
strument will doubtless help in 
overcoming the price question. 

“The harp’s popularity would de- 
velop rapidly without aid, for it is 
now known in many _ circles 
throughout this country, and wins 
its way alone. But through ad- 
vertising Lyon & Healy propose to 
create a wide popularity for the in- 
strument that, since the dawn of 
time, has been a favorite of kings 
and a solace to the lowly of many 
nations. Advertising is going to 
bring the modern, perfect harp into 
its own.” 


+o 


A NoveEt departure from the customarv 
sandwich board has just been introduced 
into the London streets. It takes the 
form of a gigantic hand, upon the back 
of which is printed the advertiser’s name 
and the nature of the articles that he 
desires to extol. The hand is mounted 
on a long pole, and is carried by the 
sandwich man in such a fashion that the 
index finger is alwavs nointine in the 
direction where the advertised shop, 
theater or restaurant is situated.—Ad- 
vertising. News, London. 
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TO ADVERTISE CANNED 
SALMON. 


Another of the Pacific Coast 
products for which general adver- 
tising would do much is canned 
salmon. During the past two years 
there has been a good deal of dis- 
cussion of the subject, but no de- 
finite plans for a campaign have 
as yet materialized. Henry Fort- 
mann, president of the Alaska 
Packers’ Association, recently said 
to the Pacific Fisherman, a Seattle 
monthly dealing with Pacific fish- 
eries: “The total consumption of 
canned salmon in the United States 
has never been more than 2,000,000 
cases. There are forty-eight pounds 
to the case, and by referring to 
the statistics we see that the total 
production on the Pacific Coast in 
the four years from 1900 to 1903 
inclusive, was 16,000,000 cases. 
About 4,000,000 cases were sent to 
Japan and other uncommon (not 
regular) markets. Europe con- 
sumed 1,125,000 cases a _ year. 
Therefore in these four years 
about one-half of the amount of 
our product has been disposed of 
in foreign markets leaving 8,000,- 
000 cases, OF 2,000,000 cases a year 
for the United States, making 96,- 
000,000 pounds, which shows that 
the people of this country are con- 
suming but little more than one 
pound of salmon per capita per an- 
num.” 

* * * 

Mr. Fortmann considers that the 
above facts point to an opening 
for a great educational campaign 
on behalf of canned salmon, and 
states that his association would 
favor an advertising plan where- 
by all the packers on the Pacific 
Coast could contribute to an ap- 
propriation for publicity. He pro- 
poses that an assessment be levied 
against each packer for every case 
of goods he packs, In general, the 
members of the association seem to 
agree with him. Where the dis- 
position to advertise is so evident, 
and the funds for advertising 
available at an insignificant ex- 
pense to each member, there should 
be no difficulty in getting a cam- 
paign-under way. 

x* * * 


If only one cent were paid into 
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the association’s fund for every 
case of salmon consumed in the 
United States, paying no assess- 
ment on the cases sent abroad, 
the advertising appropriation 
would amount to $20,000 yearly. 
If the association had to cover 
the country by means of news- 
papers, this sum would not go very 
far. But in a few general maga- 
zines and women’s journals of 
large circulation it will give a great 
deal of publicity, Magazine adver- 
tising for such a commodity is 
useless unless it is followed up with 
literature, telling’ where the goods 
may be bought, and also preceded 
by a system of placing the goods in 
retailers’ hands ready for the de- 
mand created. If a new proprie- 
tary brand of salmon were in ques- 
tion, this preliminary placing 
would cost a great deal of money 
and take some time. But the Alas- 
ka Packers’ Association wishes to 
advertise salmon as a_ staple. 
Every can of salmon sold does 
good to the industry, for there 
is no foreign competition. The 
Pacific Coast goods are already on 
retailers’ shelves, a staple, and it 
is the purpose of advertising mere- 
ly to increase the consumption of 
a standard food article. Conse- 
quently, the appropriation of $20,- 
ooo could all be expended for 
advertising. 
* * * 


Half of this appropriation ought 
to be set aside for literature and 
follow-up work. The association 
has recently issued a booklet entit- 
led “How to Eat Canned Salmon,” 
containing recipes for the prepara- 
tion of canned salmon for the 
table. It is illustrated with en- 
gravings and three-color plates, 
and has been placed for distribu- 
tion with retailers throughout the 
country. This booklet should 
form the backbone of an advertis- 
ing campaign, all ads in maga- 
zines inviting the reader to send 
for a copy. When the association 
has established an office for the 
mailing of this booklet, it should 
ascertain at what seasons of the 
year canned salmon sells best, as 
well as whether the consumption 
is larger in the country than the 
city, what portions of the United 





14 
States buy the least, and what the 


most. At present, salmon is re- 
garded as a ready-cooked delicacy 
for picnics, which gives it a cer- 
tain degree of popularity in sum- 
mer. It is also a favorite dish 
with housewives on hot summer 
days, when cooking is to be avoid- 
ed, It is also a faworite dish in 
country districts. Outside of its 
use as a ready-cooked food, it has 
not been extensively developed. 
Housewives would be glad to 
learn new ways of serving salmon. 
It has long been classed aS a luxury 
but is now entering into general 
consumption as a cheap, whole- 
some food. The association is in 
position to learn accurately the 
present demand, and its distribu- 
tion, and to approximately deter- 
mine the causes for small sales in 
some parts of the country and 
large sales in others, This infor- 
mation should be compiled with 
care and studied with intelligence. 
* x * 


With the booklet to offer con- 
sumers, the remaining $10,000 of 
the appropriation should be invest- 
ed in general magazine advertising, 
to cover the entire country. If 
canned salmon is sold chiefly in 
summer, then the advertising 
should be centered on the best 
months of that season. What $10, 
000 will buy in magazines is shown 
by the following list of representa- 
tive monthlies, each going to wom- 
en, in the main, and each with a 
clientele of its own, so that prob- 
ably there would be but a small 
percentage of duplication in cir- 
culation. An advertisement 100 
lines, single column, or a_ half 
magazine page, three issues, would 
cost roughly, as follows: 





Ladies’ Home Journal........ $1,800 
Woman’s Magazine, St. Louis. 1,800 
OS eee 1,500 
ee eee goo 
Farm Journal, Philadelphia... 750 
Woman’s Home Companion... 600 
Ladies’ World... .s.ccveseccee 600 
McClure’s Magazine.......... 600 
od Housekeeping.,......... 375 
ge eer 300 
$9,225 
These ten publications reach 


practically every kind of home in 
the United States, from that of 
the farmer’s wife who pays ten 
cents a year for the Woman’s 
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Magazine, to the somewhat select 
clientele of Harper’s Bazaar. How 
many of these homes is reached is 
shown in the circulation ratings 
in the latest American Newspaper 
Directory: 


Ladies’ Home Journal (est.).. 1,050,000 
Woman’s Magazine (R. of H.) 1,611,933 
2: 


SIE as ccna venvsenanes 878, 
Oo EA re 647,85 
aaa 44, 
Woman’s Home Companion... 384,250 
Ladies’ World..........ccv0s 515,916 
McClure’s Magazine.......... 731,398 
ood Housekeeping (R. of H.) 171,017 
Harper’s Bazaar (exceeding)... 20,000 
6,555,277 


As some of these circulation 
ratings are nearly a year old, it is 
a very conservative estimate to say 
that the above list now has in ex- 
cess of 7,500,000 copies circulation, 
and for its $10,000 the Alaska 
Packers’ Association can tell that 
many women about its product 
three times. 

* * * 


This list is merely suggested. 
The state of the canned salmon 
trade might show that it was best 
to use only five general mediums, 
and to use newspapers to bolster 
up sales im communities where 
sales were found below normal. 
Or, part of the appropriation might 
be spent in demonstrations in two 
or three large cities, cooks serv- 
ing salmon dishes at big stores. The 
latter method would be more expen- 
sive than magazine advertising, 
and would hardly be advisable on 
an appropriation of $20, 000. Every- 
body knows what canned salmon is, 
and the chief end of an advertising 
campaign will be to demonstrate 
its cheapness, its food value, and 
the ways in which it can be serv- 
ed. A _ well-written booklet will 
do this better, more thoroughly 
and at less cost than any demon- 
stration. The present condition of 
the trade might warrant a use of 
several more widely circulated 
farm papers. If it were only the 
object to promote only the product 
of the Alaska Packers’ Association, 
a trademark to be used by all pack- 
ers in common would be necessary. 
Conditions would suggest a broad 
exploitation of salmon as a food, 
however. Results to the industry 
as a whole would be so great as 
to offset any benefit brought to 

















is 
+) 


- 


ao oe 


- 


a on a 





packers outside the organization. 


An appropriation of $20,000 
would cover the cost of a 
thorough campaign the first 


year, showing the lines of 
least resistance in developing trade, 
An appropriation of twice that 
amount ought to be spent the sec- 
ond year, and the campaign con- 
tinued regularly, While consump- 
tion of canned salmon is less than 
two pounds per capita in this coun- 
try, statistics indicate that it is 
even lower in Europe. Eventually 
it might be found advisable to ex- 
tend the advertising to Great Bri- 
tian and Continental Europe, dis- 
tributing literature through offices 
abroad. 


aa a. eens 
THE COUNTRY WEEKLY. 


The big city dailies which devote a 
deal of space to poking fun at the 
country weekly might easily be in better 
business. In this day of quick trans- 
portation and rural free delivery there 
are few intelligent people “‘so far back’”’ 
as not to take a daily paper. The farm- 
er nowadays has his | daily just as 
regularly as the man in the city. 

But it is obvious that the city daily 
cannot give a quarter column of space 
to an item to the effect that Mr. So-and- 
So, of the Four Cross Roads, is building 
anew store. Yet that news is just as 
interesting to the people of the Four 
Cross Roads as is some city paper’s news 
to city people that a new department 
store is to be opened in the retail dis- 
trict. 

Both the city daily and the country 
weekly have their own separate fields 
to fill. The country weekly fills a most 
important place. It is its province to 
tell the happenings of its community. 
These happenings may look funny in 
print to the editor of a city daily, but 
it is not for him that the country week- 
ly is published. And the country week- 
ly is not read in the ‘“‘way back” regions 
alone, either. Many a city man takes 
time from large affairs to tear the brown 
wrapper off the little weekly paper and 
forget the big world about him, and the 
big city dailies, while he reads about 
the old folks down at home. 

The country editor’s calling is not one 
which promises vast riches. He must 
have devotion to his work, and, con- 
sidering what he gets out of it, he 
delivers _a surprisingly high class of 
goods. It is doubtful if the country edi- 
tor always realizes just how great an 
influence he has and his opportunities. 
As a matter of fact, he is nearer to the 
people to whom he appeals than any 
other man who spreads black ink on 
white paper. 

The country editor may not just ex- 
actly come up to the ideas of the edi- 
tor of a big city daily, but he suits his 
own subscribers, and even some editors 
of city dailies know that that is the 
highest test.—Grand Rapids, Mich. 

SS. 
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More publishers’ adver- 
tising appears in The 


Chicage 
Record- Herald 


than in any other news- 
paper in the entire West. 
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WANT ADS _ARE_ ENTERING 
WEDGES. 


_ There has been a change in the adver- 
tising business from the point of view 
of both advertiser and solicitor. Time 
was when the small ad followed the 
display advertisement; to-day the dis- 
play follows the small ad. In the same 
manner the best advertising men on dis- 
play work are graduates from the small 
ad field. The solicitor for the small ad- 
vertisement meets a hard-headed con- 
stituency which in the main is not sus- 
ceptible to personality and the small talk 
that once “went” with the advertiser. 
He has to talk to men for the most 
art who do not know the advertising 
usiness, and in talking he has to 
“show” them. In such a case only 
money will talk. It has to be demon- 
strated right there that the person so- 
licited is losing money every day that he 
omits the small ad. The advertiser must 
see the proof that 50 cents spent in ad- 
vertising brings him a dollar’s profit. 
Then the solicitor need not_call upon the 
convinced one.—R. Strassman, in 
Chicago Tribune. 







Lincoln Freie Presse’ 


Lincoln, Neb. 


“Cireutation 192,062 


Our biggest circulation is in the States of 
Iowa, Wisconsin, Minnesota, Nebraska, 
Illinois, etc., in the order named. Allsub- 
scriptions paid in advance. Flat rate, 35c. 
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A Roll of Honor 





(SECOND YEAR.) 


© amount of money can buy a place in this list for a paper not having the 


No 
requisite qualification. 


Advertisements under this caption are accepted from publishers who, 


ing to the 194 issue of the American News -— 
that edition of the Directory a detailed nen tio 


also from publishers who for so 


Directory, 


some reason 


accord. 

r Directory, have yy — 
~y statement, duly signed a’ 

obtain a figure rating in “ue ‘tol 


ut have since supplied a reeled y —— as described above, 
covering a period of twelve sesame prior to the date of makin, 
ment being available for use in the 1905.issue of the American Newspaper Directory. 


the statement, such state. 
Cir. 


culation figures in the ROLL oF Honor of the last named character are marked with an (%), 


These are generally regarded the ad who believe that an advertiser has a right 


to know what he pays his hard cash 


Announcements under this classification, if entitled as above, 


cost 20 ce 


we 
line under a YEARLY contract, $20.80 for a full = 10 per cent discount if paid wholes 


advance. Weekly, monthly or quarterly correct 
ublisher sends a statement in detail, properly signed and 
period, in accordance with the rules of the American News 


can be made, provided the 

dated, covering the addition: 

paper Directory. 
ALABAMA. 


Annlaton, Evening Star. Daily aver. iz 1903, 
1,551. Republic, weekly aver. 1903, 2,216 


Birmingham, Ledger. dy. Average 

16,670. ‘st 6. mos. ’04,19,852. E.Katz., 
ARIZONA. 

Phoenix, TT. ae en average age Lor {90s 

6,088. Chus. T. 
AREANSAS. 
auie Reck, Arkansas Methodist. Anderson 
& Millar, pubs. Actual average 1903, 10,000. 


Little Rock, Baptist Advance, wy. Av. 
4,550. Nine months ending Oct. 27, 1904, B11, 


CALIFORNIA. 
Freano, Morning Republican, daily. Aver. 1903, 
5,160, 1st 9 mos, ’94 6,299. J E. Katz, 8. A., N.Y. 


a. View, Signs of t of o Times. Actual 
y average for 1903, 82.842. 


Redianda, Facts, daily. Daily average for 
1903 1, 456. No weekly. 
San Francisco, Call, d’y and 8’y. J. D. Spreck- 
Actual 


els. ily average fs year ending Sept., 
1904, 62,106; Sunday, 86,780. 


San Jone, Post Pacific Tree and Vine, mo. 


average, 1903, 6,185. 
three months, 1904, 10,000. 


COLORADO. 


Denver, Post, daily. Post Printing and Pub- 
lishing Co. Average for 1903, 88,798. Average 
Sor November, 


‘for 1908, 
.A.N.Y. 


w. G. 
Iast 


1904, 47,295." Gain, 8,716. 

&@ The absolute correctness of the latest 
circulation rating accorded 
the Denver Post is guaran- 
teed by the publishers of the 
American Newspaper Direct- 
ory, who wil! pay one hun- 
dred dollars to the first per- 
son who successfully contro- 

verts ifs accuracy. 


CONNRESIONE. 
Let a Lye ee ME Bol 1908, 


16,509. 
versed Morning ng Record and Republican. 


daily average for 1008, 7,088 7,582. 


ew Haven, Evening Reg ister, daily. Actual 


av. hes a 1903, 18,571; Sunday, 11,292. 








ons to date showing increase of circulation 


New Haven, Ooldsmith and _ Silversmith, 
monthly. Actual average for 1903, 27,817. 


New Haven, Palladium, daily. Aeon 
1903, 7,625. EH. Katz, Specia Special Agent, N. Y. - 


New Haven. Union. Av. 1908, 15,827, Srst 9 
mos. 1904, 16,008, EH. Katz, Special Agent, N.Y 


ev’g. Aver. 1903, 5,618, 
Katz, E. Katz, Spec. Ad, Agt., N.Y. 


¢ Hour. Dail average 
ending June 1, 1904, (ok). “! = 


188 
Norwich, Bulletin, morning. ahead 1908, 


4,988; first six months 1904, 5,17 

Seymour, Record, weekly. W. C. Sharpe, Pub, 
Actus average 1903, 1 eo" 

Waterbury, Republican. Daily a 

846. La ste & Maxwell. Spec. Agts, ei 
DELAWARE. 


Wilmington, Every Eveni Average guar- 
anteed circulation for 1903, 1 1903, 10,784. 


Ww Metenten, Morning Nev News. Only morning 
paper in State. Aver. cir. 10,006 for 3 months, 


DISTRICT OF COLUMBIA. 
Washington, Ev. Star, daily. Ev. Star News 
paper Co. Average for 1908, 8 [O88 “(@@). 


National Tene weekly. Average for 1908 
104,599. First six mos. 1903, 112,268, 
Smith & Thompson, Rep., N. .. NV. Y. & Chicago. 


FLORIDA. 
focacevtle, irs a ct a ee A 


ist 6 mos, '04, 8, 
GEORGIA. 

Atlanta, Journal, dy. Av. 1903,88,928. Sept. 
190k, 44,808. Semi-scevkly 45, 867. 

Atlanta, News. Actual dail average, 1908 
20.104. Average April, 190%, 26,547. F 

Atlanta, Southern Culti Cultivator, agriculture. 
semi-mo. Actual average for , 40,250. At 
present no issue less than 45.000. 


IDAHO. 


a Cay pital Bows, and wy. 
* pa, deers, doth PR a weekly 
bits rat 6 mos, 1904, dy. 8,016, wy. 8.868. 





New London, Day, 
June, 1904, 6,049. 


Norwalk, Eveni 


898, 


ILLINOIS. 
Aurora, News. Twelve months ending Sept. 
1904, daily average 5,614, 


Cairo, Bulletin. ‘Daiiy an average 
1904 to Sept. 30,1,8%4; month na vente 168, 
Catro, Citizen. Daly average 1903, $18) oe, 
W, 1,110. First eight months 1904, 
weekly, 1,125. August, 1904, daily 1,2 ” hee 
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h sign, News. First four months 1904, 

na day's tesue of leas than 2, Goo. 
hieago, Bakers’ Helper, monthly ($2.00). H. 

nvilssold Average for 1908, 4,175 ($6. 


Oh » Aipelatiies Clinic, monthly. Dr W. 
©. Abbo' * pub.; DeWitt pclourh. adv. mgr. 

aE . 80,000 copies, reaching 
over onefourth of the American medical pro- 
Session. 


hicago. Breeders’ Gazette, stock farm, ¥ 4 
OManders Pub. Actual at verage for 
aan 39 weeks sores Oe Sept., %, 1904, S157, 


tengo. De Digest, mo. PD. H. Crouse, 
P A  eerage ier 1903, 7,000. 


Chi Farmers’ Voice. Actual weekly aver- 
ape year ending September, 15 1904, 22,802 (3). 


Ohieago. Grain Dealers Jot Journal, s.mo. Grain 
Dealers jompany. Av. for 1908, 4,$54 (@@). 

Chicago. Gregg Writer, monthly. Shorthand 
and Typewriting. Actual average 1903, 11,666. 


Ohi. , Journal io. Med. Assoc. Wy. av. 
1908, 28, 15. July, Aug., Sept., 1904, $2,381. 


Chieago, Musical Leader & Concert-Goer, 
ie eh year ending January 4, 18,548. 


lenge. National Harness Review, el Av. 
tor 1008 ee First 8 mos, 1903, 6,250 


Oh! rd-Herald. Average for 1903, 
daily 1 Pets: Sunday 191,817. 


Chicago, Pet ie foment, monthly. Pre- 


sent circulati 
ee OF AS: ee a 
@. Galiano Chicag Oeil. | pa +s 
r Union, uicago. o hereby cer- 
mart have printed forthe RETAILERS’ 
JournaL during the cneutie. of June, July, 
August, September, October and November, 1904, 
an average of 10,750 copies per issue. 
G. GALUSHO, 
to and subscribed betore me 
(SEAL) this "November 34, 1904 
BROWN, Notary Public. 


Clay ton, rater week No issue since 
1895 less than 1.008 copies. ai 

Kewanee, een Av. for 1903. daily 
8,088, wy. 1,414. Daily ist 5 mos, On 8, 296. 

La Salle, ahaa Polish, weekly. 
Average 1903, 1,80. 

Peoria, Star, evenings ana Sunday. ‘aed 
Actual sworn average for 1903, 22,19 

Roekford. Republic, dail; daily. poe average 
for 1903,6,540. La Voste & Maxwell, N.Y. 


INDIANA. 
Evaneville. Courier, daily and 8, Casrier Oo. ’ 
ub. Act. av.’02,11,21% (244). Sworn av.’03,12- 


18. Smith & Thompson, Sp. Rep.,N.Y.  Ohicago. 
Evaneville, Journal-News, Av. 1903, d’y 18,- 
52, ‘st. 6 mos. 04,14, 160. | E. Katz, 8. A., N. ¥. 


Gonhen. Cooking Club, monthly. 4 for 
1903, 26.878. A t ium, as P 
wives keep every issue for daily reference. 

Indianapolis, News, dy. Aver. net sales in /903, 

885, August, 1904, 78,841. 

jotionn lis, Star. Av. net sales for on sh 
returns and unsold co; copies deducted), 86,8 4 (%). 
Marion, Leader, daily. W.B. Westlake, pub. 
Actual aver. for 6 mos. mos. end. June oe 04, &,T41. 
roinncte, Star. Average ne net sa pe Oat 
rns and unsold copies ded deducted} 27,864, 
ym Dame. The Ave Maria, Catholic weekly 
magazine. Actual average for 193, 24,082. 
Richmond Sun-Telegram. Sworn av. 1903, dy. 
8,811. For'Feb., 194, 8.944. 
South Bend. Tribune. oune. Sworn daily average 
198,5,718. Sworn average for Oct., 6,780. 


Terre Haute, Star. Av. net sales for (all 
returnsand unsold copies deducted), 21,5 Oe. 


INDIAN TERRITORY. 
daily and_ weekly. 
average for’ 1008, wet “O61; wy. 8,872. 
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IOWA. 


Clinton, Adv A 
toon rs ae ertiser. Actual daily average for 


Bovenperte Times. Daily aver. 1903, 8,055, 
8. wy. 1,660. Daily aver. Nov., 1904, 9,715. Cir. 
guar. more than double of uble of any Davenport daily. 


Decorah, Decorah-Posten (Norwegian). Sworn 
av. cir'n, 1903, 89,681. March, 1904, 40,856. 


publisher, totes eat anorage A rafms. Bl, sos. 
, bed for _ 1903 
a Oaty nical ies ote digg mode 85.808." 
the largest of any Des Moines 
pre — Only evening 
ag oper "Carviss large scant of test 
es largest amow 
advertising. pis mount of loca 


Dea Moines, News. daily. Aaiual ovevags for 
1903, 45.876. B.D. . Butler, 1 N. ¥. and Chicago. 

Dea Moinea, Wallace’s Fa ohne. wy. Est. 1879. 
Actual average for 1903, 88,76 

Museeatine. Journal. Daily av. 193 4.849, 
semi-weekly 2,708, frst four months 5.16 6%. 

Ottumwa, Courier. x. Daily aver average for March 
and April. 1904, 5,021. weekly average for 
March aud April, 1904, 7.704. 


Sioux oer. Journal. . av. for 1903 (sworn) 


19,492, da iy av. pa Sirst nine months of —_ 
1, ways —_. More 
its "field than of all “other daily papers proms ate § 
KANSAS. 


Wutehinson, News. Daily 1903, ppotes, weekly, 
2,112. E£. Katz, Agent, New Yor 


Topeka, Western sisotjournal educationa 
monti yy. Average for 1903, 8,125. 
KENTUCKY. 


Harrodsburg, Democrat. Best weekly ‘on best 
section Ky. Av, 1903, 8,582; growing fast 


Lexington, Leader. Av.’03, 5,828. S: 4.092, 
sat Sor ib, dy. 8,928, Sy. 5,448. E. Katz, agt. 


Loulaville. Evening Post, dy. Evening Post 
Co., pubs. Actual avevage for 1903, 26,964. 


Paducah, News-Democrat. Daily net av. 1903, 
2,904. Year end. June 30,04, net paid cir. 2,927. 
Padueah, Sun. October, 1904, 
Average 2,900. 
LOUISIANA. 


New Orleans, The Southern Buck, 
organof Elkdom in La. and Miss. Av. 03, atse, 


MAINE. 
Auguata. Comfort, mo H. Gannett, pub. 
Actual average for 1903, 1 908,08" 


Bangor. Commercial. Average for 1903, daily 
8,218, weekly 29,006. 


Dever, ie a Observer. Actual weekly 

average 

Sentibide Brenig Jura Journal, daily. Aver. for 
1903, 6,814(©@@). weekly 18.4 15,482 (© ©). 


Phillipa, Maine Woods and Woodsman,weekly. 
J. W. Brackett Co. Average for 1903, 8,041. 


aody tn tae Evening ¥xpres ee. 4 ry ere fer 1903, 


MARYLAND. 
lishing Go. Average News. hw FE aes Some oe a 
1904, §8,154. 
MASSACHUSETTS. 


Boaton, Even: (412). pnt 
teat table paper. Largest amountot w wag 


Beaton. Globe. Average iverage for 1903, rare 


554, Sunday, 297.8 
Advertisements go in morning and afternoon 
editions for one oolen. 


Pg Average for 1903, Py sty 
for Nov.. 





av. IN 228, 968, Sy. 1 80,648. 
iain largest Sunday aredutie te in New England, 
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Boston. Traveler. 18%. Actual daily av- 
1902, 78,852. In 1903, 7. 666. ere six 
a ey dail a 83.810. 

Reps. : & Thompeon, N.Y. and Chicago. 
East Mecthueld- teen Record of Christian Work, 
toe ti Aver. for year end’g Dec. 34, 1903, 20.250, 
you want a strictly home circulation— 

. Puge rate $22.40 flat, pro rata. 
"Gloweenter, Cape Ann Howe. Actual daily 
ar r ing 1904, 4,804; 
aver. Tei cie mes. 1904, 6,24 6, 241; A 1904, 6,525. 


North Adam Transcript, even. Daily net av. 
1903, 5,267. Da y av. printe printed Oct., 1904, 6,105. 


Springfield, Good Housek Housekee cept ,mo. Aver- 
So. ‘oe 171,01 oe san issue 1905 less than 
200,000 copies. advertisements guaranteed. 


at evening Post, 





on. Worcester 
Post Co. “At erage for 1908, 11 1908, eR 
Phe iy (opinion Pu aoe jue, yw {@@). 
an. 
Enited ‘states Phy =" of F 2, 
MICHIGAN. 


Adrian. Telegram, dy. D. W.Grandon. Av. for 


1903,8,912. Aver. ist. 4 mos. of 1904, 4,100. 
Flint, Mic! Daily Journal. Aver. year end- 
June 30, 04, 6. 67 (k). Av. for June, 6, $86 (3). 


Grand Rapida, Evening Press, dy. Average 
1903, 87,499. 44,290 aver. 90 aver. daily to Sept. 1, 1904. 


aSgent Rapids, Furniture Record (@©). Only 
nal paper in its field 


Grand Rapids, Herald. Average dail 
Sor 1903, 22.824, first six months 1904, 2 et 
y morning and the only Sunday paper here. 


Jackson, Press and Patriot. Actual daily 
average for 1903,5,649. Av. Nov., 1904, 6,860, 


Kalamazoo, Gazette, daily, ved mos. to owt. 
ist, 10,144. > ie ae 4.600 more subscril 
than any other dail per publi ished in othe. 
viet. 10,289. 


Three months to Septem: 
Kalamazoo, Evening Telegraph. First six 
mos, 1904, dy. 9,881, June, 9,520, 8.-w. 9,281. 
Py ww. Courier Herald, daily, Sunday. 
Average 1903, 8,288; November, 1904, 11,508. 


Saginaw. Evening News, daily. At verage for 
4903,11,815. November, 1904, daily 15,060. 


MINNESOTA. 
Minneapolis, farmers’ Tribune, twice.a-week. 
W. J. Murphy, pub. Aver. Aver. for 1908, 68,686. 


Minneuapolis, Farm, Stoc! Stock and Home, semi- 
monthly. Actual average 1903, 78,854. First six 
months 1904, 79,500. 


Minneapolis. Journal, daily. Journal Print- 
Co. Average for 1903, tose... pow 44 
months 1904, 64.188; Novem November, 66,80 
Minneapolis. Svenska Ar Amerikanska a 
Swan J. Turnblad, pub. ez. 





1903, 49,0 
Miepenpelie, The Housekeeper ; ne 
monthly. Actual average 1903, 268.250 


— 5 om Tribune. W. J. aussie, pub. 
Est. 1 Oldest Minneapolis daily. 1903, 
Sete ouerage, %2,882; last quarter of 1903, 
was %7.12%: Sunday, 62,924. Sunday 


a Sor first eleven mouths of 1904 was 
69.068. The a 
eleven 


daily a 4 Pty the jirst 
of year was ily 
arerage for November. 


Only Minneapolis ‘daily listed 
"8 
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St. Paul, Globe, dail tery oo 
Actual average for i003, 81.541," publishers, 


St. Paul. News, dail 
1908.85,816. B.D. Butler, N 


St. Paul, Pioneer-Press. 
1903 84,298, Sunday 80,988. 
-mo. 


St. Paul, The Farmer, s. Rate, 35c. 
line, with discounts. Circulation for year ending 
June, 1904, 81, 500. Present Present average, ae 

St. Paul, Volkszeitung. 2 Actual 
dy. 11,116, wy. 28, 414, Sonntagsblatt 24, 28.408, 


Winona, Republican and Herald, daily. Aver. 
age year ending June, 1904, 4,126. 


MISSOURI. 


Joplin, Siske Cate. Average 1903, 10.510 
Oct., 1904, 12,507. E. Katz, Special Agent, N.Y. 


Kansas Olty, Journal, d'y ard w’y. Average 
for 1908, daily 60,268, weekly 188,725. 


Kansas city. We woe’. daily. Actual average 
Sor 1903, 61,28) D. Butler, N, Y. & Chicago, 
Springfield, neue South, monthly. Actual 
gsi 1903, 2,888. 
t, Joseph, News and Press. Daily aver. for 
as ONT CR Last 3 mos. 1903, 85,065. 


St. Louis, Medical Brief,mo. J. J. Lawrence, 
A.M.,M.D.,ed.and pub. Av. for 1903, 82, 950. 


St. Louisa, National Druggist. mo. Henry R. 
Strong, Editor and Publisher. Average for _ 
8,080 (© ©). lk astern office, 59 Maiden Lan 


St. Louisa, Star. ~~ Actual daily average ea 
1908, 64,878. 


St. Louis. The Woman’s M 
Women and home. lewis Pub. 
age for 1903, 1,845,511. Actual proven aver- 
age for t 72 months 1,611,988. Every iseue 
guaranteed to exceed 1,506,000 copies—full 
a a Largest circulation of any publication 


MONTANA. 
Butte, American Labor Union Journal, week- 
ly. Average 1903, 20,549 general circulation. 
Butte, inter Rowenta, evening. Sworn net cir- 
culation for 1903, 10,61 Sworn net circu- 
lation from Jan, 4 to Snot 30, 1904, over 14,000, 


NEBRASKA. 
ae Daily Star. Actual average for 19, 
11,165, September, 1904, 15,795, 
Lincoin, Deutsch-Amerikan Farmer, weekly. 
Average year ending June, ‘904, 149,808. 


Lineoln, Freie Press, weekly. gota 
Sor year ending June, 1904, 12,0 

Lincoln, Nebraska Farm vesceoenl Mouthl 
average year ending August, 1904, 14,400 ( oe). 

Omaha, Den Danske Pioneer, 3. Sophus F. 
Neble Pub. Co. Average for 1903, 29,084. 

Omaha, News, daily. Actual average for 1903, 
41,824. B.D. Butler, New, York and Chicago. 


NEW HAMPSHIRE. 
oe rater Babee ed Bios 
NEW JERSEY. 


Camden, Daily Courier. Est. 1876. Net aver. 
circulation Sor 8 mos. end. A: end. Aug., 3/, 1904, 8,229. 


Camd Post-Telegram. Actual daily aver- 


ata average 
. ¥. and Chioige. 


Daily average for 





ne, monthly. 
Proven aver- 





A 
that vagularity pub- 
lishes its circulation orer acon 
od down to date in 
ROLL oF Honok, and 
detai atement in its own col- 
umns. The Tribune is the ree- 
ognized Want Ad Medium of Minneapolis 
‘ a nee.” Chronicle, oman? Av. for 
* Owatonna’s ng Fo 
Present circulation, 2.100. errs 


St. Paul, Der Wanderer, with ag’! sup.. Der 
Farmer im Westen, Wy. Av. J Sor 1903, 10, 500. 


St. Paul, Dispatch, dy. y. Aver. 1903, 58,044, 
resent average 57,624. ST. PAUL'S LEAD- 
ING NEWSPAPER. W'y aver. 1903, 8,026, 








age, 1903, &,798 sworn. a 5,839. 


Clayton, Reporter, weekly. be Jenkins, 
Pub. Actual average for 1903, 2.01 


Heboken. Observer, ..° es average 
1902, 18,097 ; Sept., 1903, 22,751, 


Jeraey City. Evening Journal. for 


Average 


1903,19,012. First six months 1904, 21,02 
Newark,Evening News. Evening News Pub. 


Co. Av. for 1903, daily 58,896, Sunday, 16,291, 


Newmarket, Advertisers’ Guide, mo. Stanley 
Day, publisher. Average for for 1903, 5,125, 

Washington. Star, wy. Su wy. Sworn av. ’03, 8,759 
Sworn aver. for year ending Sept. 1. '04, 8,904, 
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NEW YORK. 


Albany,Journal, evening oo Co. Daily 
average or September, 21,6 21,656 


Albany, Times-Union. eve’ om Establ. 
1856. Ar ‘erage for first thr three ce months 1904, 29,626. 


tavin, News, evening. Avera 1903, 
ost Six months 1904, 6,810, ” 


Binghamton, Evening Herald, daily. Herald 
Co. Average for first three months 1904, 18,210, 


Buffalo, Courier, morn.; Enquirer, Wore w 
J. Conners. Arer. for 1903, morning & 882, 
evening 88,082; Sunday average 68,586. 


Buffalo. Evening News. Daily averag 1903, 
79,408. First 3 months 1904, 85.949, 


Satakill, Recorder, weekly. Harry Hall, edi- 
tor. 103 av.,8,408. Av. August, 1904, 8, 659. 


Cortland, Democrat, Fridays. Est. 1840. Aver. 
1903, 2,248. Only Dem. paper in county. 


Lyona, Republican, established 1821. Chas. H. 
Betts, editor and prop. Cire Circulation 1908, 2,821. 


Mount Vernon, Daily A Average 1903, 
2,989. Westchester County’s ys leading paper. 


Newburgh, News, daily. Av. for 1903, 4.487. 
1,000 more than all other Newb’ gh papers eombined 


New York City. 
rican Machinist wy; bine construc. 
ube ‘Turopean edition.» Average 1903, 20,475. 


American Machinist, wy., machine construc. 
(Also European edition.) Average 1903, 29,475. 


Army & Navy Journa! Est. 1863. Weekly arer. 
for 1903, gig ). Present circulation (May 7) 
9,415. . O. & F.P. Church, Pubs. 


Ties Review monthly. Ww. R. Gregory Co., 
publishers. Actual average for 1903, 4,450. 
Average for last three months 1903, 4.760. 


Benziger’s magazine, family monthly. Ben- 
ziger Brothers, Average erage for 1603, 29,208 copies. 


Clipper, weekly (Theatrical). Krank Gueen, 
Pub. Co., Ltd. Aver. for 1903, 26,912 (© ©) (689). 


Dry Goods, monthly. _ Ma: Max J eee uib- 
lisher. Actual average for 1s for 1903, £86 _ 


El Comercio, mo. . Spanish export. J. Shep 
ard Clark Co. Average Sor 1903, 6,667. 


Electrical Review, weekly. Electrical Review 
Pub, Co. Average Sor 1903, 6, 1903, 6,885 (OO). 


Elite Styles, monet bly. Purely fashion. Actual 
average jor 1 1903, 6 RAZ. 


Engineering News. A 5. A weekly journal of civil, 
mechanical, mining and electrical engineering 
Average circulation 1903, 12,642 (© ©). 


Forward, daily Forward Association, Aver- 
age for 1903, 48,241. 


Four-Track News. monthly. Actual av. paid 
Sor six months ending November, 1904, 100,000, 
December edition guaranteed 110, 000. 


Haberdasher, mo., ont. 1881. Actual average for 
1903, 7.166. Binde: writ and Post 
receipts distributed ieee y to advertisers. 


Hardware Dealers’ Magazine, morthly. 
In 1903 no issue less than 17.000 ( (OO). 
D. T. MALLETT, Pub., 253 Broadway. 


Junior Toilettes, fashion monthly. Max Jaeger- 
huber, pub. Actual average 1903, proven 


Leslie’s Weekly. Actual aver. year as A 
1904, 69, 07F (2). Pres. av. over 2 o60% week Y. 


Leslie’s Monthl moana, New York. Ar 
circulation for The 12 months, 229.112. 

ut average ci he 257,600. Novem- 
ber number guaranteed 800,000. 


Music Trade Review, music trade and art week- 
ly. Average for 1903, 5,588. 


National Provisioner, weekly. Packing houses, 
butchers, cotton seed oil, ete. 1903 av. cir. 6,402. 

New Thought, monthly. OTF F. 22a St.. New York. 
Sydney Flower. publisher. Number of copiesand 
advertising rates given each month on first page 
Treading matter. Sample copy free for the asking. 

Worth examination. NEW THOUGHT has le 
money for all its advertisers. Discount to 
agencies, 25 per cent from published rates. Aver- 
age for 1903,104,977. 
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Pocket List of Railroad Officials, qly. Railr’d 
& Transp. Av. 1903, 17.992; pra, 1904,19, 728. 


The People's Home Journal, 525.166 monthly, 
Good Literature, a eg monthly. average cir- 
culations for 1904—all t wance sub- 
scribers. F. M. Lupton, rekon 

Printers’ Ink, a: journal for advertisers, pub- 
lished. every ‘Wednesday. Ketablished’ 1888. 
Actual weekly ave for 1903, 11.001. Actual 
weekly average for 1904 up to the week ending 
November 16, 1904, 14. 880. 


The Ladies’ World mo., Household. Average 
net paid circulation 1903, 48 1903, 480,155. 

The Wall Street Journal. Dow. Jones & Co., 
publishers. Daily average 1903, 11, 98%. 

The World. Actual aver. for 1903, Morn. 
607, Evening, 857,102, Sunday, 888,650. 

Toilettes, fashion, monthly. Max Jagerhuber, 
publisher. Actual average for 1903, 61,800, 

Roehester. Case and Comment, mo. Law. Av. 
Sor 1903, 80,000 ; 4 years’ average, 30,186, 

Pacem Gazette, daily. A. N. Liecty. 

“EF for 1902, 9,097. Actual average for 

font 628 





278,- 





e, Evening Herald Herald, daily. Herald Co. 
" * 1903, dai y 88,107, Sunday 88.496. 


Utiea. National Electrical Contractor, mo. 
Average for 1903, 2,708. 


Utiea, Press, daily. Otto A. Meyer, publisher. 
Average for 1903, 14,004, 


Warsaw, Western New Yorker, weekly. Aver. 
age 4 1903, 8,802. In county of 32,000 with 
ily. 


NORTH CAROLINA. 
Charlotte, Observer. North Carolina's fore- 
meet newapare yer. Actual daily aver. 1903, 5,582; 

Sunday, 6.791; emt eeeeine, 800. First three 
months 1904, 6, 578 
Elizabeth City, Tar Heel, weekly. Actua 
average 1903, 8,500. Covers ten cvunties. 
Raleigh, Biblical Recorder, weekly. Arerage 
1903,8,872. First five months 194, 10,166. 


NORTH DAKOTA. 

Grand Lorke. Herald, dy. av. for April, 1904, 
5.862. Will guar. 6.000 Sor year, N. ‘Dakota’s 
BIGGEST DAILY. La Coste & Maxwell N.Y. Rep. 

Grand F orks, Normancen, weekly. Ar. for 
1903, 5,451. Guar. 6,700 after Nov, 1, 1904. 


OHIO. 
Akron, Beacon Journal. Average 1903, 8,208, 
N. Y., 523 Temple Court. Av. Sept., 1904, 9,642. 


Cleveland, Plain Dealer. Est. 1841. Actual 
daily average 1903, 66,445; Sunday, 60,759. 
Nov., 1904, 8 9855 daily; Suulday, 70,679. 


Mansfield, Daily News. det. a aver. year en 
June 30, 04, 4,280(K). First 6 mos. ’04, 4, Seach. 


Springfield, Press-Republic. Arer. 1903,9,288, 
April, ‘v4, 10,155. N.Y. office, 523 Temple Court. 


Sofie Court House. Fayette Co. 
weekly. Actual average 1903, 1,775. 
Yousgstews. Vindicator. D’y av.’03,11,009. 
LaCoste & Maxwell, N.Y., Eastern Reps. 


a=, Signal, daily, reaches 8. E. Ohio. 
antees 5,000. Average six mos. 1904, 5,814. 


berries ‘times-Recorder. Sworn av. Oct., 
1904. 9,571 (3). Guaranteed double nearest com: 
petitor and to exceed combined competitors, 
OKLAHOMA. 


eenthrie. Ceinbemes. Farmer, weekly. Actual 
verage 1903, 28,020 


Guthrie, Oklahoma State Capital, dy. and 
Aver. for 193, daily 20,062, weekly 25.01 








Year ending July 1, ’03, dy. 19,8683 wy. 28,119. 


Oklahoma City, The Oklahoman. 90% arer., 
5,816; Oct.,’04, 8,802. EH. Katz, Agent, N.Y. 





OREGON. 


Portland Ape Telegram. dy. (ex. Sun.). 
Sworn ciro'n six mitre ending Junes, 21,148. 


Portland, Oregon Deity. n Daily Journal. Actual aver- 
ten months 1904, 14,760. 
werage Dotober, 16,016. 


A) cage 
Chester, Times, ev’g a’ 1903, 8,187. 
N.Y. office, 20 Bway. FR. PRN rup, Mer. 


Erte, Pave weekly. J Aug. Klenke, Mer. 
Average 1903, 8,088. 


P' Tim nn, daily. Average for 1903, a2,008- 
lovember, 1904, 14.%86. ER Katz, Sp. ‘Ag- hg de Ee 


Harrisbu Telegraph. Dy. sworn av. Oct. ’04, 
11,508. Tatpest ciren. in Harrisburg guar’t’d. 


Philadelphia, American Medicine, i Av. 
for 1902, 19,827. Av. March, March, 1903, 16,827. 


The Philadelphia 
BULLETIN’S 
Circulation. 


The following statement shows the actual cir- 
THE BULLETIN for each day in the 


culation of 
month of November, 1904: 

187,267 
- 189,453 





SeX2ean “ERY 


10: 








1 
Total for 6 days, 4, ry 379 copies. 
NET AVERAGE FOR NOVEMBER, 


191,168 Copies per day 
L. McLEan, Publisher. 
hh, 1904. 


PHILADELPHIA, Dee 6 

in npn caged there are about 230,000 homes. 
The BULLETIN’s circulation, which during the 
month of Hoveasber averaged 191.168 copies per 
- day, 60 goes each evening into a majority of these 


Philadelphia, Farm Journal, month! Wy. Wil- 
} ~y ge > H C re publishers. verage 
inters’ Ink awarded 

IE. eovonth n Sugar Boi! to Farm Journal with this 


= Swords June ef 1902, by 
va Printers’ Ink, Little 
master’ in the Art of 
= ~ arertising to the Farm 
lournal After acanvassing | ~ 
és od “7 —s extending over $ 
“period of half a r. per among a 
thoes publ ished 7% 1 the Oni Grit —— been 
“soled nced the one serves its purpose 
d and for the agricultu- 
lation, and as an effective and economi- 
medium for communicating with them, 
“ through its advertising columns.” 


Pitiefetaite, 6 me Daily Gazette. Aver 
circulati: gy 08. 1904, davly 48.942, Sun- 
day 87, 26 Sworn statemes 5 statemen t. Oir. books open. 


ony Ce hia, Press. ress. Dail average year end- 
October 81, 1904, 118,149 net copies sold. 

eo Sunday School ator fining 

Ave e for 1908, 102.9 1. Send 

The Rall 8 P: ti 








ihenaeian. The Grocery ne, “Actual 
average year r end 


ing August, 1904,11,741. 
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Actual 











The Evening 
Telegraph 


READ EVERYWHERE IN 
PHILADELPHIA, 


November Circulation 


The following statement shows the actual cir- 
culation of THE EVENING . ga for each 
day in the month of November, 1904 








NET AVERAGE FOR NOVEMBER 


(44,450 copies per day 


DAB AY Ss. H. WARsURTOR, President, 
Philadelphia, Dec. 5, 1904. 


ppithere. Labor World, wy. Ar. 1903, 18, 
0388. best paid class oo Diet i nthony 4 UR. 


i ille, Evening Chron Ta ae ( ‘ee county 
organ. Daily average s 1903, 


Weat Chester. Local News. daily. 
Hodgson. Average for 1903 15,168. 


Willtameport. Grit. 
Weekly. Net paid average 1903, 181,868. . Smith 
«& Thompson, Keps., New York and Chicago. 

vow. Dispatch, daily. Publishing 
Co. Average for 1908, 8,108 

a HODE JSLAND. | P 
Phin any 19.882 i2 (0). Evening Bulletin 4 6 
average 1903, idence Jor Journal Co., pubs 


Weaterly, Sun. Geo. H.U H. Utter, pub. Average 
1903, 4,888. Ouly daily in So. Rhode Island. 


SOUTH CAROLINA. 


Oharleaton, Evening Post. Actual dy. aver. 
for third 3 months 1904, 8.974, 





Ww. G. 


America’s Greatest 


Columbia, State, daily. State Co., publishers 
Actual arer. for 1903, daily, 6.568 ( yy semi. 


pay 2,015 3 Sunday, 2.705 Actual aver 
Sor September, 1904, daily 8,649, Sunday 9,902. 


TENNESSEE. 


Chattanooga, Crabtree’s'Weekly Press. Aver- 
ge September and October, 41,6 86 (2). 


Lewieburg, Tribune, ‘sem|-weelly. w. M 
Carter. Actual average 1903, 1,201. 


enn hie, Commercial A 1, Sunday. 

ly Average 1903, daly 2 ose, Sunday 
88.0 ©, weekly 72. 821 (964). ist 6 months, 1904, 
daily 88,447, Sunday 45,898, weekly 88,109. 


Memphie, ‘min News. Actual daily arer- 
age for 1908, 17,594, For six months ending 
June, 1904, 21.589. 
Nashville. Banner, daily. Aver. for year 1903, 
18.772. Six months 1904, 20.851. Only N Nash’ 
Wiis aadlyctiovble to Roll Roll of B Honor. 


Nashville, Progressive Teacher and Southw’n 
School Journal, mo. Average for 1903, 9,600. 


TEXAS. 


Penton. Denton Co. Record and Chronicle 
w’y. W.C. Edwards. Average for 1903, 2,689, 























. Terald. . av. 1903, 8,265; April 
iee FA wd Fo 
80 cent 0 8. 
daily paper eligible to Roll to Roll of Honor. - 


Paris, age dy. W. ‘dy. W.N. Furey, pub. Act- 
ual average, 1903, 1,827. 


VERMONT. 


Barre, Times, daily. F. FE. Langley. Aver. 1903, 
710. Five months in 1904, 8,062. 


Burlington, Free Press. Daily av. '03, ag ag 
81-2 mos, to Sept. 15, 6.854. At present 6 6.900. Ex 
amined by Association of American Advertisers 


Burlington, News. Jos. Auld. Actual daily 
average 1903, 5,046, sworn av. Aug., 1904, 6,161. 


VIRGINIA. 

Rostet, Dispatch, daily. Sworn average for 
1902, 5,098 ; for 1903,7,4823 February, 8,448; 
March, 9, 241. 

Richmond, News Leader, Leader, every evening ex- 
cept Sunday. og average February 1, 1903, to 
Sareary 1, 1904 414. The largest circula- 
tion between Washington and Atlanta. 


Richmond, Times-Dispatch, mesning. 
average six months — lune, 1904, 
19,618 ag price circulation with {no waste 


Actual 
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2r 
Milwaukee, Journal, daily. Journal Co. . 
Av. end. 88.4 $84, 


Nov., 1904, 86,688. Nov., 1904, 86, 
neta Northwestern. daily. Average for 
6,488. First six months 10h, 7.228. 7 

pare Journal, daily. Journal Printing Co, 
(Hacin, 1908, b.z08. rs 
Bocins, Wisconsin Agricu parioutvariet, reeks 
tablished 1877. Aver. for 1903, 88, . Se 10 
months 1904, 86,754. for 108, 88,131 80 per inch 


Ch Ati NG. ly average 

eyenn ie. Actual daily ai ‘or 

1908, 2709.” ’ 4 
Rock 8 Independent. Weekly a 

Sor 1903, Obe. First eight months 1904. 1,582, 


BRITISH COLUMBIA. 
Vancouver, Province, daily. W. C. Nichol, 
publisher. Average for 1903, 5,888; 
October, 1904, 8,089. 


Victoria, Colonist, daily. Colonist P. & P. Co. 
Average Sor 1903, 8,695; June, 1904, 4,808, 


MANITOBA. CAN. 
Winnipeg, Der ord weston, Wester: n Canada’s 
German newspaper, covers the entire German 
speaking populution— its exclusive field. _Aver- 
age for 12 months ending June = 1904, dese 








or duplication. In ninety cent of 
PA The State paper. - 


WASHINGTON. 
Seattle, Times. Actual aver. circulation jst 
émonths 1904, daily $6,348, “sunday 48,679. 
Byfar largest daily and and Sunday in State, 


Taeoma, Ledger. av. 1903, 12,717 
15,615; wy., SOIR. ig PY; 2°. ee ; By 
pe ded TB; By. 18,294; * 
ibune Bldg., N. Y. '& Chicago 


“WEST VIRGINIA. 


Fg nen Sentinel, daily. R.E. Hornor, 
b. Average for 1903, 908, 2.801 801 dss). 


"Wheeling News. Daily p Dail pote cirew’n 9.707%, 
— Oe circu’n 10,8 Be For 12 months up 
toa 1904. Guarantees a paid circulation 
equal to any other two Wheeling papers combined. 


WISCONSIN. 
La Crosse, Chronicle. Daily average wear. r end- 
June, 1904 “5.885 (). Aver. June,1904, 6,671. 


La Crosse, Leader-Press evening. Actua’ 
average 1903, 5,590. "Average June, 1904, 6, qos. 


Milwaukee. Evening Wisconsin, fy. vg. Wis- 
consinCo, Average for 1903, 21.981; December 
1908, 25,090; October, 1904, 27, S64 {@0). 
Milwaukee, Germania-Abend dy. Av. 
year end’g Feb.,’04, 28,876; av. 


or 


Winnipeg, Free Press eokly.. 
erage for 1903, daily, Tat 824; ye “vos. 
Daily; October, 1904, 37,287. 


sew BRUNSWICK, CAN. 
John, Star. Actual daily average for 
pe, 1904, 6,806. 


NOVA SCOTIA, CAN. 
Halifax, Herald (@@) and Evening Mail. 
Sworn circulation 16,000. Flat rate 
ONTARIO, CAN. 


Toronto, Canadian Implement and Vehicle 
Trade, monthly . Average fon ‘or 1903, 5,875. 

Toronto. Star daily. A year ending 
October, 31, 29,278: ‘jor. Wosombers' 84.595. 

Toronto, The News (Independent), evening, 
daily. Aver. first nine month, 204 8 82,187 (3k). 
A Sor October, 1904, 85, 


QUEBEC, CAN. 
Montreal, Herald, daily. Est. 1808. Actual 
ere ve 1903, 22,515. 


Montreal. La Presse. Treffle Berthiaume, Sor 
lisher. Actual res 1908, daily 72,894. 
Average April, 1904, 80,116. 


Montreal, Star, dy. m&Co, Av. 





..04, 24,808. | end. 


Sor’03,dy. 55.1 27, wy. 38.26 ees). Six mos. 
lay 3/,°0%, dy. av, 65,147, wy. 122,157. 





advertisers, and Rowell’s 


10 Spruce St., New York City. 
December 14, 1904. 





‘Change of Location 


The Printers’ Ink Publishing Company, owners 
and publishers of Printers’ Ink, a weekly journal for 





Directory, have removed their offices to the second 
floor in the building heretofore occupied. 


CHAS. J. ZINGG, Manager 


American Newspaper 
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THE WANT-AD MEDIUMS 


A Large Volume of Want Business is a Popular Vote for the 
Newspaper in Which It Appears. 











CALIFORNIA. 
HE Tres prints more “Want” and otherclas- 
sified asvenepeeate than the other five 
newspapers in I.os Angeles combined. It is the 
medium for the ‘exchan e of ne intelli- 
gence throughout the whole Southw 
Rate—ONE CENT . WORD FOR R EACH INSERTION 
minimum charge 25 cents. Sworn dail average 
for year 1903, 36.656 copies. Sunday ulation 
regularly exceeds 51,000 copies. 


COLORADO. 
'—’ HE Denver Post, Sunday edition, Dee.4.' 1904, 
contained 3,641 want ads, a total of 85 9-10 
columns. The Postis the big Want medium of 
the Rocky Mountain region. The rate for Want 
advertising in the Post is five cents per line 
each insertion, seven words to the line. 


CONNECTIOUT. 
Metis ,Conn.. RECORD covers field of 50,000 
tion; working people are skilled 
lassified 





aie Cc te, cent a word a day, 
five cents a word a week. “Agents Wanted,’ 
etc., half cent a word a day. 
DELAWARE, 
ILMINGTON people use the EVENING JouR- 
NAL for “Want ads.” toe ag advertisers 
can safely follow the home example 
N Delaware the only daily paper that att 
I antees circulation is ‘‘ Every Evening. 
carries more classified advertising | than +t 
other Wilmi papers 
DISTRIOT a. COLUMBIA. 

[ae Washington, D. C., EVENING STAR (OO) 

carries DOUBLE the ma of Want ADs of 
any other paper in Washington and more than 
all of the other papers combined. 

MAKE COMPARISON ANY DAY. 
GEOKGIA. 

pas Atlanta JOURNAL carries three times as 

many Wants as its «ef competitor. 





ILLINOIS. 
poms (Tll.) JOURNAL reaches over 13,000 of 
he prosperous people of Central Illinois. 
Rate, one cent per word each issue. 


nes Chicago mg 9 News isthe city’s “Want 
’ directo: ublished during the year 
classified” adv 


1903 10,781 columns wr " ertising, 
con of 634,626 individual advertisements. 
Of these 205,556 were transmitted to the DAILY 


NeEws office by telephone. No free Want ads are 
published. The DAILY News rigidly excludes all 
obiectionable advertisements. early a. 
body who reads the English language in, aro’ 
or about Chicago r the DaILy News,” mye 
the Post Office Review. 


5. 


INDIANA. 
HE MARION LEADER is recognized as the best 
result getter for want ads, 


T ERRE HAUTE Star carries more Want ads 
than all other ‘terre Haute dailies. 


NDIANAPOLIS Stak since Janu first has 

more than doubled the volume of its Classi- 

fied advertising. On Sunday, April 10, the StaR 
carried more than two full pages of Want Ads. 


T= Indianapolis News during the first six 
months of 1904 printed 66,240 more classified 
advertisements than all other dailies of Indian- 
——- combined, printing eto —- = ‘emai’ sep- 
arate paid Want ads du g that t 


UNCIE. Star carries more Want ads than 
B\ any other a oe morning Fn al 
with the of STA 


m 








IOWA 
HE Des Moines CaPiTaL guarantees the larg- 
est circulation in the clty of Des Moines of 
an — —— It is the want ad medium 
of lo te, one centa word. By the month, 
$1 as rine, Rat is published six evenings a week. 
the big day. 


KENTUCKY. 
'[.HE Owensboro DAILY INQUIRER carries more 
Want ads every week than any other Owens- 
boro newspaper — in any month. Kighteen 
words one week, 25c 


M ph _ 
HE EVENING EXPREss carries more Want ads 
than all other Po: tland dailies combined, 


MARYLAND. 

se Baltimore Nrws carries more be Ads 
ban any other Bajtimore daily. A te the 
recognized Want Ad medium of 


MASSACHUSETTS, 


CENTS for 30 wo 5 days. Daily ENTER- 
PRISE, Brockton, ., curries solid page 
Want ads 
‘J\HE Boston 


Circulation exceeds 10,000. 

TRAVELER publishes more Want 

adver oaes than any other exclusively even- 

ing paper in its fleld,and every advertisement 
is paid for at the established rates. 

T= Boston EVENING TRANSCRIPT is the lead 

ing educational medium in New England 

It prints more advertis ements of schools and in 

structors than all other Bos Boston dailies combined 


pve Boston GLOBE, BE, daily and Sunday, carries 

more “want” ads thanany other voy ed in New 
Engiand because it_ brings results to the adver- 
tiser. During the first six months of 1904 the 
Boston GLOBE 21 paid “wants,” 
which was 81, more than appeared in any 
other Every “want” ad was paid 


Boston ¥ 
m paper card rate, and there were no 


Dieses 


for at the 
deals or discounts. 


per; result getter; ct 
000; lc. word; 3c. su 


MINNESOTA 
[RE Minneopelis JOURNAL carried over 56 per 
cent more Want ads during -_ than any 
other Minneapolis daily—nearly 60 per cent 
more during first eleven months 1 No free 
Wants and no ob; — Wants, Circulation 
1993, 57,039; now, 


7j=s 8ST. PAUL naan is the leading “Want” 
medium in .) meetewen, en and relied 
its city a: and territory; 


MICH 
AGINAW CourRIER- sey (daily), saly Gum 
day roulation 
cess of ent. 


upon by everyb = Ry 

more paid circulation than the other St. Paal 

dailies combined; brings replies at smallest 

Circulation 1903-53, 044; now 57,624. 

THE Mununspenes TRIBUNE is the recognized 
lis and has 


It is the oldest Minne- 
has over 94,000 a 
other a sr... 


Its evening. ‘edition 
alone has a la‘ in 4 


many thousands, ‘than any other evening pape! 

It publishes over 80 columns of Want advertise. 
ments every week at full ads; (average of two 
pages a aay). no free a price covers both 
morning and eve issues. No other Min- 
neapolis daily carries “ where near the num- 





ber of Wanted vertisements or the 
amount in volume. 
—— 
MISSOURI. 


TS 3 Joplin GLoBE carries more Want ads 

than all other papers in Southwest Missouri 
combined, because it gives results. One centa 
word, Minimum, 1c. 


HE Kansas City J JOURNAL (every mornta 
including Sunday), one of the rec 
Want ad mediums of the United States ; 10 35 
columns paid Wants Sunday; 7 to 10 columns 
daily. late, 5 centsa nonpariel line 


NEBRASKA. 
HE Lincoln Damry Stak, the best ‘“Want Ad” 
me jium at Nebraska’s capital, Guaranteed 
circulation exceeds 16,000 daily. Itates, 1 cent 
r word. Sunday W, ant ads receive extra in- 
sertion in Saturday afternoon edition if ed is 
received in time. DaILy 8taR, Lincoln, Ni 











ssa 








NEW JERSEY. 


LIZABETH DaILY JouURNAL covers population 
of 95,000. Largestcirculation. Brings re- 
sults. Only “ Want” medium. Cent a word. 


NEW YORK. 
Y re post Barua is the best afternoon Want 
JP pret teeta 








LBANY EVENING Jounmas, Eastern N. Y.’s 
An best paper for Wants and classified Bak. 





AILY ane. Mount Vernon, N.Y. Great 
Dis: in W County. 


: EF Binghamton the LEADER carries preety 


ronage; hence pays best. BECK WI1' 


UFFALO NEWS yh pw over 87,000 circulation, 
B is the ra Want Medium in’Buffalo and the 
Medium in the State, outside of 
New ork ity. 


T% E Times-Union, of Albany, New York. Bet- 
ter medium for wants = other classified 
mavier thi than any other paper in Albany, and 

s a circulation creater than all other 
Say perers in that city. 


penrea? INK, published weekly. The rec- 

ognized and jeading Wantad medium for 

want ad mediums, mail order articles, aavertis- 

in sores, veieing, vides, adwrit circulars, 
e 


mps, 0 writing, ark 
sone eh om and practically anything whic 
interests and ap 8s to ad ventions and —s 
ness men. Classified advertisements, 20 cents 
a line per issue flat ; six words to a line, Sample 
copies, ten cents. 


Oro. 
F Zanesville the TIMES-ECORDER prints twice 
as many Want ads as any other paper. 


HE Zanesville SIGNAL reaches 64 towns in 8. E. 
Ohio, also 68 rural routes; Xe. a word net. 


OUNGSTOWN VinpicaTor—Leading ““Want’ 
medium. lc. per word. Largest circulation 


OKLAHOMA. 
(THE OKLAHOMAN, Okla. City, 8,802. Publishes 
more Wants than avy four Okla. competitors. 


PENNSYLVANIA. 


ILKES-BARRE (Pa.) Times. Circulation over 
11,000 daily. Classified rate, 5 cent a line. 


Ts Chester, Pa., TIMES carries from two to 
five times more classified ads than any 
other paper. my 


HILADELPHIA, THE Hegel BULLET: 

Want ads in ine ee , becau se it 
goes into more Philadel; hin omes than 
any other medium. In Philadelphia there are 
about 230,000 homes. Tum peisawin’s droviation, 
which during the month of August averaged 
185,017 copies per day, net paid (see Rol 
Honor), goes each evening into a majority 
of these homes. In Philadelphia nearly eve’ 

y reads THE BULLETIN. BULLETIN Ww il 
not Print in its classified columns advertisements 
of a misleading or doubtful nature, those that 
carry stamp or coin clauses, nor those that do 
not offer legitimate employment. 





Figures That Prove 


In classified advertising the paper that 
carries the largest number of Want 

and small Classified Ads is naturally 
close to the hearts of the buying public. 


THE 


German Daily Gazette 


is the only German daily in Pattadeiphie 
that carries this business. Columns of 
classified advertising published for six 
months : GAZETTE, },270cols.; other Ger- 
man papers Ganied, 130 cols. 


(= Circulation Books Open. 3 
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VERMONT. 
HE Burl: m Datty News is the popular 
pas gt = the Want _— of the airy. 
as many people as_ any other and 
carries m 4... Want ean, A Daoute! Teceseary to 
any advertiser in Burlington te _ ry. 


VIRGINIA, 

HE News Leper, published every afternoon 
T except Sunday, icnmone. ve. Largest 
ome by long odds (27,414 aver. 1 year) and 
the recognized want advertisement medium in 
Virginian Classified advts., one cent a word per 
insertion, cash in advance; no advertisement 
counted as less than 25 words; no display. 


WASHINGTON. 
HE Tacoma LEpGER, Daily and Sunday, 
ries more Want = —~ ali the other hows- 
papers in Tacoma combined. 


WISCONSIN. 


O paper of its class carries as many Want 
N°, ads as the EVENING TELEGRAM, of Superior, 


Wisconsin. 
ANESVILLE GAZETTE, daily an weekly, 
reaches 6.500 subscribers in the mamion dol- 


lar Wisconsin tobacco belt, the richest 

e bey Baye eg Rates.” Wem ant Herre ie 
es 3 times. weekly, ‘be result 

from little talk. 7 a - 





HE MILWAUKEE SENTINEL not 
f | pee pom ts) mly lend tt its 


ried more than one-half of all the classified car- 
ried by the five Milwaukee evening and morning 
Pally ore. ot Sund: 0c. 

ly, 7c. per line; Sun 1 r line; low 
on contracts. SENTINEL COMPANY, Milwaukee, 


CANADA, 
[HE Halifax HERALD (©©) and the Mair—Nova 
ums. 


Scotia’s recognized Want ad medi 
Beuteeal. Largest daily circula- 


Lion tn 

tion in (Daily 80,000, Saraage 
00,000.) Carries more want ads than ‘ any French 

nonauaer in the world. 


M[PHE DaILy be ape ge St. John, N. B., is the 
want ad medium of the maritime provinces. 
ino circulation eas most up-to-date paper of 

Eastern Canada, Want ads ove cent a word. 
Minimum charge 25 cents. 


HE Toronto DaiLy Star is n any 

advertiser who wants to cover the Lorene 
tield. aan — —_ age ising than 
any other Toron per. Sworn av 
circulation, November, 04, "04, 34,595. —— 


‘(HE Montreal DaILy Stak carries more Want 

advertisements than ail 
dailies combinea. The FaMILy HERALD AND 
WEEKLY STAR carries more Want advertisements 
than any o\her weekly paper paper in Canada. 


PARTICULAR 4 feature of the be to en 
ING TELEGRAM’S ied a 


road 
are no e, improper or doubtful aivertise- 
ments ones. his 
confidence in them rage 
= is perhaps 
splendid Fesults t to the 


Ts Winnipeg Frez Press carries more 
“Want” advertisements than other 
per laand more advertisements 
<5 ‘is nature Son ave contain in all the other 
papers published in the C: ian N ei 

wes —-. | ange the Lan gk: =~ 
larger volume of gene ve! ing 
| Ay any other daily paper in the Dominion. 


BRITISH en 

HE Victoria CoLontst covers the entire 
ince of British Columbia. ( (branch office ir 
Vancouver). More “WANT” ads appear in the 
Sunday CoLonisT than 1: any other paper west 
of phen 7 ee cent a word each issue. Sam- 
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THE 190 


Ct wl) be noted that this 


STATEMENT OF CIRCULATION OF" ....... 


Publishers of American Newspaper 
Sirs :—The actual number of complete and perfect copies of this paper 


fb The grand total when divided by pene + +++. Which is the actual number of issues during 
This is a correct report for one year, ending with ; » 190.., and is made in good faith of be 
accurate and exact circulation rating in the next issue of that publication. 


The above is a reduced photogravure of a blank prepared to pr 
factory to the editor of Rowell’s American Newspaper Directory, if and 
charge, with a very much enlarged blank, similar to this one, and printed 
pare his own blank, on his own stationery; and it will be entirely bd 1 
above. All that is required is a true statement covering the points Is | 
number printed, and the average number printed. The statement mus but 1 
makes the publisher feel any better. The 1905 revision of the Pro; 
1904, should be filed early in January, 1905, and sent by mail to Chas. : 
New York. Publishers who are careful and exact generally register the ! 





PRINTERS’ INK. 


’ 
own, State and Date) 


‘Ist, 190 were as stated below. 


MONTRLY TOTALS 
MECAPITULATED. 


January. 
February. 


or 


March, 


April 


May. 


oo 


Grand total of copies printed during the year, 
% number of complete copies printed per issue to have been 
904 faith of being placed on file in the office of the American Newspaper DirEcTORY and securing an 


(Signature).......000+ ips deeai doen akaed pan saewecansaaae aaa oemalenense Publisher. 


to preparation of such a circulation statement as is certain to be satis- 
; and signed. Upon request, any publisher may be supplied, free of 
nted of excellent quality. The publisher, however, may just as well pre- 
| it conveys the information wanted, as indicated in the blank shown 


s is the number of complete copies printed of each issue, the total 
t must but need not be sworn to, although the affidavit will do no harm if it 
| progress and detailed statements, showing the averages for the year 
} of The Printers’ Ink Publishing Company, No. 10 Spruce St., 
r the the statement. Statements that are Registered do not get lost. 
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PRINTERS’ INK. 


A JOURNAL FOR ADVERTISERS. 


THE PRINTERS’ INK PUBLISHING 
COMPANY, Publishers. 


eee 
{= Issued every Wednesday. Subscription 
price, five dollars a year,inadvance. Tencentsa 
weeotype plaice ti aiwaa pombe to supely 
* stereo! os) s always po e to supp 
back numbers if wanted in lots of 500 or more. 


ADVERTISING RATES : 
Advertisements 20 cents a line, pearl measure, 
15 age to the inch ($3); 200 lines to thepage ($40). 
Yor i by the adver- 
tisers. oo Sy douple +k is demanded. 
On ‘ine contracts the last copy is = 
e 


peated 
ne week 
in advance of day of publication. 
Contracts by the month, quarter or year, may 
be discontinued at the pleasure of the advertiser, 
and space used paid for 





Two lines smallest vertisement taken. Six 
words e a line. 
at appearing as reading matter is in- 


= memes must be handed in one 
w in ad 

Advertisers to the amount of oa entitled 
to a free subscription for one year. 





CuHaARLEs J. ZiNnGG, 
Editor and Manager. 


OFFICES: NO. 10 SPRUCE ST. 
London Agent, F.W. Sears.50-52 Ludgate Hill,EC 


NEW YORK, DEC. 14, 1904. 


Mr. L. J. Bercer, recently secur- 
ed through Hapgoods, of 309 
Broadway, New York, a position 
with the Paul E. Derrick Agency. 














Noau let a raven out of the ark 
to locate dry land. The systematic 
advertiser sends out a raven, too, 
before beginning an expensive 
campaign by learning the lay of the 
land with small experimental ads. 


B. A. MAcKINNON, who has been 
the Eastern circulation manager 
of Leslie’s Magazine, Success and 
Good Housekeeping, with office 
in Boston, Mass., has resigned his 
position with these magazines to 
go with the Ridgway-Thayer Com- 
pany, publishers of Everybody’s 
Magazine, as circulation manager, 








Tue Daily Press, Pontiac, Mich., 
was recently four years old, and 
celebrated its birthday with a "fold- 
er showing growth by years. At 
the end of its first year the Press 
had a circulation of 1,754. To-day 
it claims a daily average of 4,156, 
entering four out of every five 
homes in Pontiac and going to 
eighty-seven postoffices and rural 
routes in Oakland County. 
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THe New York Staats Zeitung 
oa leased the building at 32 Park 

Row, formerly the home of the 
New York Daily News, and will 
occupy it as soon as ‘alterations 
have been completed. The Staats 
Zeitung building on Tryon Row, 
above the Brooklyn Bridge en- 
trance, is to be purchased by the 
city for bridge improvements. 

Cuarces that the air in New 
York’s Subway is bad have led the 
Interborough Railway officials to 
advertise by distributing copies of 
Professor Chandler’s recent report 
in pamphlet form, These pamphlets 
are placed in all Subway stations 
and on the elevated roads, and con. 
tain schedules of Subway trains. 
The operating company is also us- 
ing cards in elevated and Subway 
trains for the same purpose. 





THE Louisville Courier-Journal 
recently gave a dinner to forty-five 
druggists in that city who have 
branch offices for its want ads, with 
those of the Times. In addition to 
the good feeling natural to such an 
occasion, the branch managers 
were given many practical points 
in want ad promotion, The Little 
Schoolmaster does not remember 
that this method of promoting clas- 
sified business has ever been used 
before. It is excellent. 





A SPECIAL meeting of the Board of 
Directors of the International Adver- 
tising Association was held at the 
Aldine Association rooms on Decem- 
ber 6th, directors being present from 
Chicago, Boston and New York. 
Further reports in the matter of 
trade-marks and substitutions were 
submitted together with the fact that 
a bill, bearing on the question and 
drafted by the Legislative Committee, 
has been placed before the proper 
authorities for introduction at the 
present Congress. Another matter of 
interest is the fact that the Associa- 
tion is now being incorporated ; article 
and by-laws changes having been 
made and adopted at this meeting. 
Committee reports were presented by 
the Committee on Commerce and 
Labor and Waste in Advertising 
Methods. 
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So long as the meaning is clear 
afew words too many do not mar 
the ad. ven intelligible verbosity 
is better than obscure brevity. 





NovEMBER 20 was the eighty-fifth 
birthday of the Arkansas Gazette, 
Little Rock, Ark. Few newspa- 
pets in the United States have at- 
tained this age, and none so far 
West. The Arkansas Gazette was 
founded in 1819, and like nearly 
all the elderly daily papers in this 
country is noteworthy for its 
scholarly finish, sane conservatism 
and solid influence with an intelli- 
gent body of readers. 


Tue Western Fruit Grower, St. 
Joseph, Mo., has acquired the sub- 
scription list and good will of 
American Gardening, published for 
several years in New York City. 
This, says J. M. Irvine, not only 
adds several thousand names to 
the Western Fruit Grower’s list, 
but is an evidence of prestige, be- 
cause the publishers of the New 
York journal selected the Fruit 
Grower to carry out its unfulfilled 
obligations. 





Don’t get the idea in your head 
that economy is another name for 
stinginess. It is just as possible 
for the advertiser who spends one 
hundred thouand dollars to be 
economical as it is for the adver- 
tiser who spends but one hundred 
dollars. Economy in advertising 
does not mean niggardness—the 
saving of money by not spending. 
It means, however, the expenditure 
of money—whatever amount—to 
the best possible advantage. 





Fourtn Assistant Postmaster- 
General Bristow proposes to assist 
local retailers with a parcels post. 
Packages mailed from the office at 
which a rural route starts may be 
sent for three cents a pound to 
anyone on that route, the limit of 
weight being five pounds. A spe- 
cial label for local rural delivery 
must be attached to such packages, 
It is believed that this new service 
will give country merchants an ad- 
vantage over the mail-order houses. 
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THE London Sphinx Club has 
begun the publication of a journal 
named The Sphinx, which will ap- 
pear on the first Wednesday in 
each month from October to June, 
the organization’s dinner nights. 
Besides the minutes of the previous 
meeting it will contain contribu- 
tions from the club’s members, 
with anything in the way of good- 
natured chaff that may be a-going. 


THe Chamber of Commerce, 
Portland, Ore.. publishes a month- 
ly journal called the Chamber of 
Commerce Bulletin, Its purpose 
is to attract industries and settlers 
t« the city and to Oregon general- 
ly. It contains articles of real 
weight on business conditions and 
opportunities in the Northwest, 
and is recognized for valuable 
and accurate statistics, “Adver- 
tising a State” was a recent one, In 
which Rinaldo M. Hall, advertising 
agent of the Oregon Railroad and 
Navigation Co., describes that cor- 
poration’s methods in reaching out 
for tourist business and permanent 
settlers, 





A PIECE of steel placed between 
two polar magnets will be attracted 
by one and repelled by the other. 
It takes considerable effort to 
force the steel toward the repellent 
magnet. It requires almost no ef- 
fort to make it approach the at- 
tracting magnet. Such is the posi- 
tion of the traveling man who is 
carrying both advertised and un- 
advertised goods. The advertised 
goods are attracted to the dealer’s 
shelves with a power that almost 
takes them out of the drummer’s 
hands. The unadvertised goods 
must overcome the negative repul- 
sion of similar goods, already on 
the dealer’s shelves, unsold be- 
cause there has been _no definite 
call for them by name. Advertis- 
ed goods are the positive magnet 
attracting through the retailer’s 
store. Unadvertised goods are the 
negative magnet repelling the 
drummer, making his. audiences 
fewer and fewer, and making the 
net result scarcer and scarcer.— 
The Curtis Publishing Company, 
Philadelphia. 
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Durinc November the Chicago 
Tribune printed 118 pages of local 
display advertising, twenty-six 
pages of display financial advertis- 
ing, and 53,800 genuine want ads. 
To the latter 190,480 replies were 
received at the office of the paper, 
or an average of fourteen replies 
to each “blind” ad printed. 


Merit is a four-page monthly pa- 
per just established at Oklahoma 
City, Okla., to treat of insurance, 
real estate, loan, investment and 
kindred matters, Almost entirely 
local in scope, it contains news of 
Otlahoma and Indian Territory 
along these lines, and seems to af- 
ford an advertising medium for 
real estate and insurance men. 


AFTER fifteen years of bitterly 
fought advertising wars, Barnum 
& Bailey and Ringling Bros., pro- 
prietors of the two largest circuses 
in the world, have come to an 
agreement. Hereafter these shows 
will do the greater part of their 
advertising in newspapers, except 
insofar as small towns are con- 
cerned, where billposting is meces- 
sary as an adjunct to local papers, 
Circus opposition has always been 
costly, shows fighting in the same 
town spending great sums for pa- 
pers and billboards and reducing 
their receipts by issuing thousands 
of free tickets for advertising priv- 
ileges. 





To secure intelligent display of 
its ten-inch four-column ads of 
Cooper remedies the Cooper Medi- 
cine Co., of Dayton, Ohio, offered 
a prize of $5 to the paper whose 
display was decided to be most ef- 
fective. A dozen prominent dailies 
throughout the country competed, 
and the decision, made by the edi- 
tor of Printers’ INK, awarded the 
prize to the Detroit Journal, The 
advertising manager of that paper, 
appropriately, gave the prize to the 
compositor who set the ad. This 
competition has now been made a 
weekly feature of the Cooper ad- 
vertising, it being the belief of Dr, 
W. A. Leach, of this company, that 
there is room for great improve- 
ment in the display of advertising 
by the average newspaper. 


THE annual catalogue of Loftis 
Bros, & Co., the Chicago mail. 
order diamond house, is an exceed. 
ingly handsome book of sixty-four 
pages, printed on heavy paper, yet 
of reasonable mailing weight. 3 
wide range of diamonds, in yari. 
ous forms and settings, is shown 
by half-tones which are exception. 
ally clear and marked by tasteful 
grouping. Shaded backgrounds 
give the gems a fine brilliancy, 








A. BIENKowSKI, Panama, pro 
prietor of the news agency supply- 
ing periodicals and newspapers to 
the territory of the Panama Canal, 
announces that he will act as agent 
for novelties in that part of the 
world. He is also publisher of a 
book of information about the 
Canal zone, which is distributed 
freely therein, and for this vol- 
ume he accepts advertisements, 
Goods from the United States are 
admitted duty free to the Canal 
territory, 





HE WANTS IT BAD. 
NEw Orzeans, Nov. 28, 1904, 
Editor of Printers’ INK: 

Relative to your query as to whether 
the subscription price of Printers’ Inx 
is too high, wont say,—that after perus- 
ing my sample copy, I was somewhat 
discouraged at the prospect of having to 
pay five dollars per annum for a weekly 
continuation of the Little Schoolmaster, 
I wanted it, and wanted it bad,—judge 
therefore my pleasure on _ looking 
through it the second time to discover 
the two-dollar offer. sent in my 
subscription that very day, as I was 
afraid something might happen before 
the next issue to cause you to withdraw 
the reduced price. 

trust the temporary  two-dollar 
price will become permanent, as I am 
afraid the Printers’ INK habit has 
now taken fast hold on me. I read it 
on my ride down town in the street 
car, and any time an opportunity oc 
curs, and by the time I have thorough- 
ly digested the contents it has the ap- 
pearance of a few leaves from—lI was 
going to say, the Family Bible, but 
in this day and age of the world, that 
simile would be too clean—a few leaves 
from the Koran of a devout Mussulman 
would more truthfully describe the ap- 
appearance of the Little Schoolmaster 
when I am through. Now just a word as 
to its value—neither two, nor five nor 
ten dollars, adequately represent that— 
it’s not a case of what it’s worth, it’s 
simply what can the masses afford to 
pay. 

Yours very truly, 
E. E, Htrsron. 
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0 promote interest in its classi- 
iit i the Philadelphia Rec- 
ord prints every Sunday a column 
review of the want ads, with enter- 
taining little stories of advertisers 
who have been successful therein. 
This article is about evenly divided 
between items from those who 
use the “Help” and “Furnished 
Room” departments and those who 
employ want ads in a commercial 


way. 


Tue first night and day bank, of 
New York City, now being organ- 
ized, will be open twenty-four 
hours in the day, working three 
shifts of employees. It is being 
founded on the assumption that 
banking hours are now all too brief 
for the exigencies of modern busi- 
ness and social life, and the in- 
corporators expect to do a large 
business while other banks are 
closed. Safe deposit vaults will be 
one of the features, and its motto 
will be “The Open Door.” The 
idea is that of Thomas B. Clarke, 
a well-known New York art_col- 
lector, and with him are associated 
Harry Payne Whitney, Clarence 
H. Mackay, W. K. Vanderbilt, Jr. 
and other capitalists. The capital 
stock is to be $250,000. 


At the November dinner of the 
Ad Club of Western New York, 
held in Buffalo, the leading speak- 
ers were Ben B. Hampton, on “The 
Agency,’ and E, W. Krackowizer 


on “Advertising Chit-Chat.” The 
club’s next dinner will be held in 
Rochester, January 14, when 
officers will ‘be elected. Among the 
speakers who have accepted invi- 
tations to address the club this 
winter are: George H. Daniels, 
Frank Presbrey, James Rodgers, of 
Harper's; O. J. Gude, Barron G. 
Collier, Robert Frothingham, of 
Life; Curt M. Treat, manager of 
the Bureau of Publicity, Niagara 
Falls; Wilfred Patterson, New 
York; Joseph G. Kitchell, of the G, 
Ethridge Company; H. S. Hous- 
ton, of World’s Work; E. W. 
Spaulding, of ‘the Curtis Publish- 
ing Company; Maj. Kramer, and 
Ralph Holden, ot Calkins & Hold- 
en. 
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A VALUABLE feature of the Min- 
ing Magazine, published at 120 
Liberty street, New York, is a 
monthly index of the whole mining 
and metallurgic press of the world, 
in all languages, articles being 
classified according to subjects. 
The journal also supplies readers 
with copies of these articles at 
moderate rates, translating those in 
foreign languages. The service is 
probably given by no other tech- 
nical journal. The Mining Maga- 
zine is a handsome monthly of 
standard magazine size, the suc- 
cessor of the Pacific Coast Miner, 
for many years issued weekly at 
San Francisco. Its publisher is 
W. J. Johnson, former proprietor 
of the Electrical World and presi- 
dent of the Engmeering and Min- 
ing Journal, Mr. Johnson sees a 
great future for the monthly maga- 
zine devoted to a single industry, 
publishing no news, but only tech- 
nical articles written by specialists 
in a style free from technicalities. 
He also believes in a high quality 
of mechanical excellence. The 
Mining Magazine is a beautiful 
publication from this standpoint. 
With a semi-popular treatment of 
matter he is confident that circula- 
tion will become somewhat gen- 
eral, the additional outlay coming 
back in’ subscriptions and adver- 
tising, 

A LARGELY attended and enthusiastic 
meeting of the Board of Directors of the 
International Advertising Association 
was recently held at New York head- 
quarters. he general situation was re- 
viewed and definite plans for the detail 
work of the Association mapped out. 
The subject of trademarks and_substitu- 
tions, one of interest to every branch of 
the advertising world, was thoroughly 
entered into and a draft of a bill to be 
offered to the comi Session of Con- 

ess, presented. The reports of the 

ommittees on Waste in Advertising 
Methods, Commerce and Labor were pre- 
sented and discussed and definite plans 
formulated. The following are the 
standing Committees already appoint- 
ed: On Membership—J. R. ath- 
rens, Pabst Brewing Company; E. F. 
Olmsted, Natural Food Company; W. 
M. Ostrander, Real Estate. On Legis- 
lation—Hon. Delavan Smith, Indianapo- 
lis News; Prof. J. L. Steuart, Columbia 
University; Major H. L. Kramer, Sterl- 
ing Remedy Co. On Waste in Advertis- 
ing Methods—Philip A. Conne, Saks & 
Company; Frank Presbrey, Advertising 
Agent; M. Lee Starke, Advertising 
Agent. On Commerce and 
Thomas Balmer, Butterick Trio, 
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IN an extract from the annual 
report of Third Assistant Post- 
master-General Madden, he de- 
scribes the measures taken by the 
department to correct abuses of 
the second-class mailing privilege. 
Steps will be taken to regulate the 
custom of inserting samples in 
trade journals, as specimens of 
wall paper, writing and wrapping 
paper, cover papers, oiled paper, 
etc., which are really samples of 
merchandise instead of bona-fide 
advertisements. This practice, of 
recent origin, is becoming an 
abuse. New regulations will also 
be made for supplements, which 
now include everything from an 
almanac to a calendar. 





Tue Commercial and Farmers’ 
National Bank, Baltimore, is doing 
some splendid advertising; its 
cards in the cars of that city being 
catchy, well-worded and strong. 
They don’t say much but they say 
it big. Here is one of their daily 
newspaper ads, which usually ap- 
pear on the front page of the pa- 
per, in a conspicuous and eye- 
catching position The text in this 
one is designed to create confidence 
in the men who conduct the affairs 
of the bank, and it is certainly 
good logic: 

It is the notice that the bank is closed 
that creates commotion in a community 
and’ srikes terror to the hearts of de- 
positors. And when you see such a no- 
tice on the door of a national bank it 
means that Uncle Sam has not been 
satisfied with the way things were going 
and he himself takes charge. It was so 
last week, when the First National Bank 
of Claysville, Pa., closed its doors and 
was taken in charge by the Bank Ex- 
aminer. Only another chapter of the 
same old story—the Board of Directors 
didn’t have time to look into the affairs 
of the bank. It became a one-man affair, 
and it is said that one man loaned too 
much money to his own pet corpora- 
tions. Uncle Sam simply stepped in 
before the bottom fell out. The de- 
positors will be paid in full. Uncle Sam 
always sees well to that. All would 
have been averted had the Directors 
only interested themselves in what was 
going on. n 

In choosing a bank as your depository 
look more to the management than to 
the surplus. 4 : 

We invite the closest scrutiny into 
the conduct of our management, and you 
are respectfully invited to open an ac- 
count with us. s 
Commercial & Farmers’ National Bank, 
Howard and German Sts. 


ADVERTISING SPECIALTY 
CONCERNS. 


Brown & BIGELow, 
Specialties for Advertisers. 
Saint Paur, Dec 3, 1904, 
Editor of Printers’ INK: 


I have read with great interest for a 
number of years your very creditable 
magazine Printers’ INK, and have often 
wondered why you did not devote some 
of your attention to the advertising gpe. 
cialty concerns which have grown up in 
the last ten years. 

There is nearly five million dollars 
invested in this business, and a great 
many people employed. And a great 
many of the leading advertising con. 
cerns are using the product of these 
factories for advertising—and we pre. 
sume with profit to themsclves, or they 
would not continue the use of the same, 

This may be a line of work which 
oe ‘magazine does not intend to cover, 

ut if it is, I for one should be very 
much pleased to have you write up some 
of the industries in this line of business 
-—of which I will be pleased to furnish 
you a list of the leading concerns—it 
interested. 


We employ between three and four — 


hundred people the year round, and 
sell our product in every State in the 
Union, as well as enjoying some export 
business. But we are only one of the 
great many concerns who have made a 
success in this line of work. 
_ We spend $15,000 a year in advertis 
ing our product to the advertisers, and 
our competitors also pursue the same 
policy to a greater or less extent, 

Yours very truly, 

H. H. Bicetow, 





THE SNAP OF THE SEASON. 
Percy A. McKiItrrIck, 
28 State Street, 
Boston, MaAss., Dec. 1, 1904 
Editor of Printers’ Ink: 

I inclose check for $5 for which send 
PRINTERS’ INK one year to each of the 
following addresses, beginning with the 
Nov. 30th number: 

Chas. A. Dorr, 1111 Old South Bldg, 
Boston; Arnold S. Halstead, 922 Board 
of Trade Building, Boston; Percy A 
McKittrick, 28 State street, Boston; 
Edward A. Abbott, 90 Livingston ave, 
Lowell, Mass.; Wm. O. Dearborn, 31 
Barclay st., Lowell Mass. 

I call this the snap of the season— 
Printers’ Inx for a dollar. 

Yours truly, 
Percy A. McKittrick. 


- 


THE PEOPLE’S NATIONAL BANK. 

SISTERSVILLE, W. VA., Nov. 30, 1904 
Editor of PRINTERS’ INK: 

We beg to hand you herein our draft 
for $2 for which please send to us 
Printers’ INK for one year, beginning 
with issue of December 7, 1904. ; 

We feel that at this price no business 
man can afford to be without the Little 
Schoolmaster. Very truly yours, — 

T. C. Neat, Cashier. 
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THE VALUE OF NEWSPA- 
PER CHARACTER. 


From the Milwaukee Evening 
Wisconsin comes a booklet headed 
as above. It is an advertisement 
for the Evening Wisconsin, but so 
interestingly written and effective- 
ly displayed that the Little School- 
master takes occasion and delight 
to hold it up as an excellent speci- 
men of publishers’ publicity. And 
in doing so Printers’ INK is 
mindful of the fact that adwriting 
in general is still a rare art, and 
the writing of effective copy for 
newspapers themselves still an 
almost wholly untouched ground: 


Advertising in the Evening Wisconsin 
is worth more per thousand circulation 
than advertising in cheap, characterless 
papers. It costs only thirteen one-hun- 
dredths of a cent per line per thousand 
circulation. 

The Chicago Tribune, a first-class pa- 

r, is worth more per thousand circu- 

tion than is a cheap paper. It charges 
2ic, per line for 20,000 lines, or exactly 
fifteen one-hundredths of a cent per line 
per thousand circulation. 

The London Times is more valuable 
as an advertising medium than any 
penny London paper. It charges more, 
receives more, and the advertising is 
worth more, because it is a newspaper 
of character and sells for three times as 
much per copy as the penny papers. 

The New York Herald sells for three 
cents per copy to the readers. Its cir- 
culation is some less than that of some 
nw] papers; but advertisers pay the 

erald for their space very much more 
than they pay the penny papers, what- 
ever their circulation. The Herald is 
a newspaper of character. It is the 
most profitable newspaper in the City 
of New York. It has the largest adver- 
tising patronage. 

The Boston Transcript charges more, 
and receives more per line per thousand 
circulation than any of its contempo- 
raries. The exceptionally high charac- 
ter of the readers of the Transcript 
makes its advertising columns more val- 
uable than those of any penny news- 
paper of Boston. 

The subscribers of newspapers of 
character are people of character. They 
add value to its circulation as an ad- 
vertising medium. A thousand readers 
of means and character purchase four 
times as much per arinum as the readers 
of penny papers. 

The particular value of the readers 
of a high-class paper to advertisers is 
that they do not subscribe, nor read, 
the cheap newspapers. 

One-half the readers of the Evening 
Wisconsin do not take any other Mil- 
waukee newspaper. Like a wall the 
‘character of the Evening Wisconsin sur- 
founds its readers. , 

A man of character may not live in 
& palace. The modest homes where the 
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Evening Wisconsin is: read contain peo- 
ple of character. These people are very 
desirable customers. hey can be 
reached only through its columns. 
Average circulation for eleven months: 
January, 23,575; February, 25,753; 
March, 25,348; April, 25,665; May, 
25,710; June, 26,696; July, 26,550; 
August, 26,703; September; 26,540; 
October, 27,264; November, 27,861. 
a re 
IT CERTAINLY DOES! 
“Tue Four-Track News.” 
An Illustrated Monthly Magazine of 
Travel and Education. 
7 East 42d Street, 
New York, Nov. 30, 1904. 
Editor of Printers’ INK: 


After reading the article “The Oc- 
tober Magazines,” in Printers’ INK of 
October sth, I wrote you (October 8th), 
calling your attention to the omission of 
the Four-Track News from the list of 
leading monthlies printed in connec- 
tion with that article. 

Is there any reason why the Four- 
Track News is discriminated against? If 
there is, I would like to know it. In 
the matter of circulation and advertis- 
ing, the Four-Track News is entitled to 
a place in this list, 

Je guarantee a circulation of 100,000 
copies per month, but we now have an 
actual circulation of 110,000 copies per 
month. Fifty per cent of this circula- 
tion is paid in advance yearly subscrip- * 
tions. ow many of the magazines on 
your list can show a larger percentage 
of its circulation on its subscription 
books? 

As to advertising—in our November 
issue we oarried seventy-nine pages of 
paid advertising, more than was carried 
by twelve of the magazines in your list. 

Surely for these reasons, the Four- 
Track Kons is, in all fairness, entitled 
to a place in any list of leading maga- 
zines which you publish. 

By this mail I am sending to you 
under personal cover a copy of our 
December number. May I not be favor- 
ed with a line from you, assuring me 
that the Four-Track News will receive 
consideration when you again publish a 
list of the leading magazines. 

If the Four-Track News is entitled to 
a place in your “Roll of Honor,” does 
it not also belong in your list of leading 
magazines? Very truly yours, 

Geo, H. Daniets, Publisher. 
oe 
BEST OF ITS KIND. 
Established 1862. 
E. Rosenwatp & Son, 
Dealers in High Grade Merchandise, 
Wool and Sheep. 

Las Vecas, NEw Mexico, Nov. 22, ’04, 
Editor of Printers’ INK: 

Herewith find inclosed our New York 
check for $2 for one year’s subscription 
to Printers’ INK, which we consider 
a very liberal offer, as we have always 
considered Printers’ INK one of the 
best periodicals of its kind published. 

Yours very truly, 
E. Rosenwatp & Son, 

















; 


t 
' 
i 
é 
{ 











PRINTERS’ INK. 












—— 





Announcement 


The new management of the Star League begs to 
announce that its purpose is to continue the liberal and 
progressive policies that have earned its phenomenal suc- 
cess hitherto, and to strengthen it still further in both the 
business and the editorial managements. We think that 
you will agree that the Star now compares favorably with 
the leading one-cent dailies of the country. Enlarged 
facilities have been arranged for in every news and mechan- 
ical department, and a metropolitan paper in all respects 
will be put out, including the Sunday magazine and comic 
colored supplements. 

The increase of subscriptions already pouring in, largely 
spontaneous, indicates an early gain of about thirty per cent. 
in circulation in the city of Indianapolis, and about twenty 
per cent. in the rural districts served by the Indianapolis 
Star, and also on the Muncie Star and Terre Haute Star, 
At Muncie and Terre Haute also the metropolitan features 
already spoken of will be added. 

The response of the public, in all three cities, to the 
improvements in the three papers has been prompt and 
enthusiastic, particularly among local advertisers. The 
outlook is fora year of growth equal to, if not greater than, 
that of the past, and we respectfully solicit your co-operation 
in the work of advancement. Mr. C. J. Billson will 
continue in charge of our foreign advertising department. 


J. C. SHAFFER, Publisher 


ERNEST BROSS, LZaitor 
G. A. McCLELLAN, Business Manager 


C. J. BILLSON 

Tribune Building, New York 
JOHN GLASS 

Boyce Building, Chicago 


Indianapolis, November 10, 1904 
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“STARKE 


IS NOW 


A BILL POSTER 





The Bill-Posters’ Association of the United States 
and Canada have recognized M. Lee Starke, 
for the Paul E. Derrick Advertising Agency, as 
one of their official representatives. This excep- 
tional act enables the Derrick Agency to place 
advertising anywhere in the world, by means of 


Bit, BoarpDs MAGAZINES 
STREET CaR CARDS TRADE PUBLICATIONS 
NEWSPAPERS NOVELTIES, ETC., ETC. 


The Derrick Agency has a high reputation for devising 
successful business symbols, trade-marks, etc.—advertise- 
ments which are quickly photographed on the mind. The 
bill-board offers an excellent medium for this kind of 
advertising. We can give you the best of this kind, 





The Paul E. Derrick Advertising Agency 


New York London Paris Berlin Cape Town Sydney Buenos Aires 
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Special Issue of Printers’ Ink 


JANUARY 11, 1905. 


PRESS DAY JAN. 4, 1905 


For the primary purpose of obtaining new subscribers, 
the issue of Printers’ INK for January 11—press day as stated 
above—will be a special edition to all newspapers and mag- 
azines in the United States and Canada that print an average 
issue of more than one thousand copies—the advertiser's 
unit of value. 











The contents of this issue will deal with the self-adver- 
tising of a newspaper or magazine, the possibilities and 
importance of building a want-ad department for a news- 
paper, the building of circulation and the systematic plans for 
obtaining subscriptions for newspapers and magazines. 





It is had in mind to make this issue one of extraordinary 
value and information to every publisher in the United States 
and Canada. 





~ 


What Is a 
Catalogue? 


The average catalogue consists of pictures and prices, and 
a few words of technical description. 

Our idea of a catalogue is different. We make catalogues 
that not only describe the goods, but tell why they are superior. 

A handsome, attractive catalogue which tells the whole story 
of the goods and explains why they are desirable and durable 
and cheap at the price, is a silent salesman that will sell goods 
and keep on selling them. 

We make catalogues that are things of beauty, but we do 
not forget the elements of salemanship. 

Let us figure on your next catalogue. If interested in book- 
lets and novelty folders or other printed things, let us hear from you. 









THE GEORGE ETHRIDGE COMPANY, 
No. 33 Union Square, New York City. 
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-—February Sixth—— 


will be the last day for reserving space in The 
Booklovers Magazine at the present rate of $150 a 
page. The March number goes to press on that 
date and after the March issue the new rate will be 
$200 a page. If you have not heard the reason 
for this increase, ask your agent or write us. The 
new rate is based on an average circulation of 
145,000 copies monthly among well-to-do people. 
The best thing we can say about The Booklovers 
Magazine at this time is that it pays advertisers. 
Our representatives will tell you whom and how. 
Remember the date. 












Write us on your business letter-head for a copy of the 
December number. 


The Booklovers Magazine 
Advertising Department: 1323 Walnut St., Philadelphia 














tS ean a ire anette nhesineteth wn enna ourgnsom 


NO MORE EXPERIMENTING 


Office of THE GRAPHIC, 
KIMBALL, S. D., Nov. 30, 1904. 
Printers Ink Jonson, New York City: 

Dear S1R :—Enclosed find draft for $1.50 for which please ship 
me by freight a 25-lb. keg of news ink for cylinder press. I have 
been experimenting with another fellow’s news ink, but so help me 
gracious I’ll never try it again. It was the first order outside of your 
concern in ten years, and it will be the last. ‘The freight on a 25-Ib. 
keg from New York is over 4 cents a lb. and when I was offered 
“just as good” ink at 10 cents per Ib., delivered, I bit. Honest, it 
was the worst stuff I ever saw. It would run off the forms and 
make a pool on the floor, and we generally had to wash the forms 
both sides—and then some. 

Will make a separate order for job inks later. 
Yours very truly. 
C. R. TINAN. 


















My news ink is the best that money can buy, and my job inks 
the finest ever produced by the art of man. Send for my new 
book of prices, which contains useful hints for relieving troubles in 
the press-room. Address 


PRINTERS INK JONSON, 


17 Spruce St., New York. 
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AN AD THAT DREW TOO WELL. 

R. Hunston, a tailor, has forsworn 
the exhibition of “freak” signs, at least 
when there is any chance of a repetition 
of a recent experience. 

Mr. Hunston called in a sign painter 
and after a whispered consultation the 
painter departed to return in a few days 
carrying an_ elaborately decorated 
“triumph of the si painter’s art.” 
This was soon posted in a conspicuous 
part of the window and read: 

Trousers, $1.75 a leg; seats free; 
overcoats ‘at similar reductions. 

The sign caught the eye of several cus- 
tomers and Mr. Hunston was perform- 
ing all sorts of gymnastic gyrations in 
an effort to pat himself on the back until 
E. J. Hansford, a giant grocery drum- 
mer of the central part of the State, 
stepped into Mr. Hunston’s store. 

Mr. Hansford tips the scales at 260 
pounds, and three tape measures are 
necessary to span the length of his seven 
feet one inch. Stepping up to Mr. 
Hunston, Mr. Hansford said: 

“Just measure me right quick for a 
pair of those ‘seat-free’ trousers.” 

The tailor instantly lost his composure 
and was able to do little more than 
gasp for a few seconds. Finally sum- 
moning his courage, he shouted to an 
assistant: 

“Bring three tape measures and as- 
sist me in measuring this man. About 
a pound of chalk will be necessary. No, 
you needn’t stand on the pedestal, Mr. 
Hansford.” 

Silence for a moment and then the 
tailor began shouting the figures: 

“Legs, sixty-one inches. It will cost 
just $2 to make up that leg.” 

When Mr. Hunston figured it out he 
discovered that it would cost just $4.30 
to make the trousers.—New York Tele- 
gram. 


eee ee ae ey 
THE SUBWAY “COCKROACHES.” 
Lincoln Building, Union Square. 
New York, Dec. 2, 1904. 
Editor of Printers’ INK: 

I thank you for sending me the ad- 
vance proof of the article, ‘Putting 
Publicity in a Hole.” 

There has been no doubt of the real 
conditions. Notwithstanding the pecuni- 
arily interested attacks of the press, 
the advertising in the Subway stands 
to-day as the most orderly, most modern, 
most attractive, and most profitable dis- 
play advertising in the world. 

The daily press has. continually exalted 
and glorified Ward & Gow, attributing 
to their Subway contract a power and 
importance and value beyond the highest 
dreams of modern commercial life. 

Bursting with inspired imagination the 
New York Sun glorified the very paste 
which Ward & Gow used, by asserting 
that the cockroaches who fed upon it 
have grown large enough to push the 
passengers off the platforms. This is 
of course a slight exaggeration, but the 
paste is powerful. Yours truly, 

ARTEMAS WARD. 


lacerations 

A MERCHANT may sell honestly with- 
out selling his honesty—profit made b 
selling principle will not bring self- 
respect, 


PRINTERS’ INK. 


SPECIMENS of electrotype ads for 
newspaper advertising, furnished com. 
plete to retailers, are combined in 
booklet from C. Sidney Shepard & Com. 
pany, Chicago and St. Louis. This cop. 
cern makes a line of tin cooking and 
kitchen specialties that show to good 
advantage in such advertising, and with 
their ready made ads a live retailer 
ought to build other business. 











Advertisements. 


Advertisements 20 cents a line. Must be handed 
in one week n advance, Display type and 
cuts may be used if desired, 


WANTS. 


**aNFORMATION,’? Binghamton 
| gives all kinds of mfrs’ aiirona i. 
af hanya a graduate) desires 
on as a int to Manager. Address 
VETTFORT, care Printers’ Ink. “ 
ANTED—To buy a second-hand Cox Duplex 
Press, Angle Bar type if possible, 4d. 
dress “ILLINOIS,” care of Printers’ [nk. 
Ol: E than 247,000 copies of the morn: 
N tion of the World are sold in Greater Sen 
York every day. Beats any two other papers, 


R. RETAI]ER—Here’s your chance. Have 
4 your own ad man. Smart, practical, ad- 
vanced, advertising student seeks opening; mod- 
crate salary. ‘*VEG.,” care Printers’ lnk. 
OSITIONS open for competent news; 
workers in all departments Write" Tor 
booklet. FERNALD’S NEWSPAPER MEN’SEX 
CHANGE, 368 Main S8t., Springfield, Mass. 
ONCERNING TYPE—A Cyclopedia of Fvery- 
C da ‘ saesemeen j= od yt hove 
ising Man; “typewise”’; Pp., 50c. postpaid; 
ag’ts wanted. A. 8. CARNELL, 150 Nassau St. N.Y 
W ANTED--Advertising manager for high 
grade Southern department store; excellent 


Pp for p man. Address, 
salary and references, “TENNESSEE,” care PL 
"TRADE PAPER—Technical otis man 

(31), high-grade solicitor, absolutely reli- 


abie, can get the train and make good, wants an 
opening in N. E. high-grade paper. Address 





TWING, Printers’ Ink 


| bg you can pay a good salary to a man, who cap 
and is earning one now, to act as business 
or advertising manager of large newspaper, 8 
years vid and knows the business, ad 

‘L. T.,” Printers’ Ink. 


Vy ANTED—Lino machinist-operator, with 

$3,000 in cash, to purchase one-third inter- 

est in Ohio morning and weekly newspaper and 

job office. A splendid opening for a reliable 
man. Address “i, G.,” care Printers’ Ink, 

DVERTISING MANAGER open for engage 

ment Jan. 1. Daily paper faye One 

of the most successful solicitors in America, and 

widely oorn among agents. Address 
AMILTON DOUGLAS, care Printers’ Ink. 


ANTED—Responsible agents for States or 
sroep, of States to represent us in the line 

of Artistic Calendars (p n or bas-relief) and 
other advertising novelties. Address ALFRED 
8S. CAMPBELL ART COMPANY, Elizabeth, N. J. 


WILL write three follow-up form letters—the 
business-bringing, out-of-the-ordinary, crisp, 
snappy. racy, readable kind—for $10. T also 
write circulars, peunien, booklets. etc. 
FRANK W. MOULTON, 
6227 Madison Avenue, Chicago. 


| Ags ADVERTISER and mail-order dealer 

should read THE WESTERN MONTHLY, anad- 
vertiser’s magazine. Largest circulation of any 
advertising urpal in America. Sample cont 
free. THK WESTERN MONTHLY, 81) G 
Ave., Kansas City, Mo. 


W ANTED to represent Al Daily in the Chi- 
field. Am thoroughly acquainted 
with the agencies and rated as a business getter. 
If be wish to increase your revenue from 
field. —— interview. Highest references. 
“a. R.,” m 822, 153 La Salle St., Chicago, Hl. 
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solicitor, —_ references, can mak: 
le arrangeme x good imovans by addressin; 
SPEED PU LISHING COMPA MPANY, Evansville,Ind. 
W ANTED—I want to buy & . was a half interest or the 


Wrest Solieitor—-Kxperienced advertising 


echanical journal 
azine which has a Bood subscription and 


roposi- 
scvertia want to interest me, ey | efinite infor- 
mation to “INVESTOR,” care gi Ink, 


TED—Advertising 1 briny oa for cole 
en paper r in Middl estern cit; a4 
60,00. Fine paper; now doing big business. 
be high-class salesman, with experience in cities 
of this size; steady; abeeeny reliable. Best of 
references required. Address “WESTERN PA- 
— rinters’ Ink. 


HE publishers of a live weekly tobacco 

wantan Al advertising man. An exclus ved 
contract for a year for Greater New York at 
percent to man who oo — ts. Paper 

ed ~" eee oe . bad eter and oe 
40 pages advertising, an er ieeemere 

thea ever, Address ‘ “RADE ES,” Printe 
Ink. 


ANTED—Progressive Chicago Advertising 

Agency, now placi alk volume of 

business, has opening for t. ore hiy competent, 

energetic solicitor. Will consider only a high- 

grade man, whose record is absolutely clear and 
his b tt 


can Any 
lity. Address, with full particulars, PRO. 
GRESSIVE,” care of Printers’ Ink. 


OTEL SPECIALTIES WANTED—We are open 
to propositions for the saneiag of one or 

more good specialties —mechanical or otherwise 
—suitable for’ the hotel i, a trade. 
We pave all necessary cap’ ve staff, es- 
nore trade on our dresnt ya contraily 

located show rooms. Address THE HAM. ‘es 
iow CO., 145 East 42d St., New York City 


R. MANUFACTURER : 


Thirty dollars buys 1,000 mail année, folders 
or blotters, specially designed and illustrated in 
three colors to fit your business ae “land” cus- 
tomers. The Lewis Follow-up System never 
fails. If you want 1,000 new eo write to 
us on your letter-head. E. ST. ELMO LEWIS, 
Inc., Advertising Specialists, 518 elect 8t., 
Philade elphia. 


Y YOUNG MEN AND WOMEN 
of ability who seek positions as adwriters 
and ad managers should use the classified co} 
umns of PRinTERS’ INK, the business journal for 
advertisers, published weekly at 10 Spruce St., 
New York. Such advertisements will be inse 

at 20 cents per line, six words to the line. PRINT- 
rs? Ink is the best school for advertisers, and it 
reaches every week more employing advertisers 
than any other publication in the United States. 

0 YOU WANT the services of a young man 
who has had tive a, —* the ad- 

vertising busine=s, in astern and Western 

ids—a man who oes ee to buy space, a ca- 
pable solicitor, has executive ability, isa hustler 
and is capable of taking entire charge of 
dep’t! Idesire a position with an advertiser oF 
agency that would appreciate hard, meritorious 
work. Can refer you to those whowill certi © 
my ability and reliability. C. £. EDWARDS, 


~- scaahmaaaane =o Sanctioned : 
Wanted, by publish- 
er in Illinois, second- 
hand Perfecting Press, 
that will deliver 16 to 
32 or more pages 11x16. 
Give full description, 
prices, terms, etc. Ad- 
dress ‘“‘ PUBLISHER,” 
Room 726, 5 Beekman 
Street, New York. 
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E ARE BRAIN BROKERS—We are under 


rade 
enough righ nto il the pend an om now 
on our lis' ts. ah are capable of filling an 


iw or. 


ANTED—Clerka and others with common 
school educations only, who wish to qual- 
ify for reaay positions at a week and over, to 
write for free pc of my new prospectus and 
endorsements fro leadin: concerns every- 
where. One eraduate fills 38.000 lace, another 
$5,000, and i 4 oy 2 earn $1,500. The best 
clothing adwriter in New York owes his suc- 
cess von 8 s few ~ ome to my teachings. 
mand exceed: mR ply. 
GEORGE i OWELL, Advertising and Rusi- 
ness Expert, 82 Temple Court, New York. 


PRINTERS. 
P= Write R. CARLETON Guaha, 
Neb. (7 copyright lodg lodge cut catalogu 


GP 00. PRINTING—500 enve envelopes, $1.50; 1,000 for 
Other printing, same rate. SUN 
PUB. Co, Paulsboro, N. J. _ Ye J. 





000 Ser “Bond Le Latter Bente. rinted, 
$11; 5 M., $6.50; M., $1.75; cash. 

NEWTON BROS,, "Monticetio, 1 ina 
END for ples of o peice ce cards. 
UD: BIp- 


Made in various So aby =~ per 1 
DLE P.C. CO., 10th and Filbert Sis., 





PRRIODICA) .: PUBLICITY. 
ARDWARE DEALERS’ MAGAZINE. Circu- 
lation 17,000(@@). 253 Broadway, New York. 
> 
PRINTING. 


Pp®uae at reasonable prices. MERIT 
PRESS, Bethlehem, Pa. 


+> 





ADDRESSES FOR SALE. 


5 00 FRESH_ NAMES N. Y. nee, $1. 
CLARE & CO., Kenmore, N. Y. 


_— LOT—219 Fm beh names, 25 cents; 

r been sees ied; all 1904 dates. Send 

now to v. °e. BADGER, East Highgate, Vermont. 
—_+or—$<—_— 


DECORATED TIN BOXES. 


‘(HE appearance of a of a package ofttimes sells it. 
r You cannot meegine how beautifully tin 
boxes can be decorated and how cheap they are, 
until you get our samples and quotations, Last 
year we made, among many other things, over 
ten million Cascaret boxes and five million vas- 
eline boxes and caps. ame for the tin desk re- 
minder called “‘ Do It Be. It is free; so are 
any ame you ma: et tL. 
RICAN | TOPPER COMPANY, 
11 Verona Street, 


Brooklyn, New York. 
a larewet maker of Tin Boxes outside "of the 





MAIL;ORDER NOVELTIES. 


Woani to-day for r free “Book 0” Specialties,’ 

an illustrated catalogue of latest a neomes 

p ry. 

ery and optical ” goods—w: ol only 
cutlery BROS., 82 Bowery, N. Y. 





—___<+o>—__——. 
TRADE JOURNALS. 


ARKDWARE DEALERS’ MAGAZINE. Circu- 
lation 17,000 (©). 258 Broadway, New York. 





COIN CARDS. 


x PER 1,000, Less for more; any printing. 
TAE COIN WRAPPER CO.. Detroit, Mich. 


1 000 for $3. 10,000, 10,000, $20. An geleting. 
Acme Coin Mailer Co., Ft. Madison, ja. 
+o>-—— - 





POSTAL CARDS. 


RICES and samples of post cards Write 
STANDARD, 61 Ann Street, N, Y. 
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BOOKS. 
ATENTS THAT PROTKCT—72- Get book mailed 

} & A. B. La oer ms and 
ene Sass Washing 


apts New Imperial Imperial Dictionary. Latest 
Revised W. ye ; bound in ful) 

aw sheep; thumb index es thou. 
sands of words not in * Unabridged” or r “Inter. 
national.” Sent on approval, if so ordered. AL- 
BERT B. KING & CO., 105 William st., New York. 


ADVERTISING MEDIA. 


CENTS per line for advertising in THE 
10 JUNION, Bethlehem, Pa. 


G" rod customers, ers, “22 Business Bringers.” 
THE RELIGIOUS’ PRES PRESS ASS’N, Phila., Pa. 


ARDWARE DEALERS’ MAGAZINE. Gircu- 
lation 17,000(©@@). 253 Broadway, New York. 


DVERTISERS’ GUIDE, Newmarket, N.J. A 
postal card request will bring sample copy. 


HE EVANGEL, 
Thirteenth year; 0c. agate line. 


A™ person advertising in PRINTERS’ INK to 
the amount of $10 or more is entitled to re- 
ceive tne paper for one year 


HE TROY RECORD gives wants circulation 

1,188 homes woes aay y (average for 1903) in Troy 

and Central Miami io. Thirty words, 
one week or less, ee each extra word, Ic. 


HOW window instruction! Full course of 
lessons for the couutr. oy in The Cin- 
cinnati Trade Review. id 25 cents for one 
ear’s trial subscription. MT HE “CINCINNATI 
RADE REVIEW, Cincinnati, Ohio. 


Cea" CHATTANOOGA PRESS, Chat- 

tanooga, Tenn., 40,000 circulation guaran- 

pe readers. Best medium 

§ general advertising. 

Rate, 15 cents a line for keyed ads. No proof, no 
pay. 





SOUTHEASTERN OHIO. 
THE ZANESVILLE SIGNAL. 

The Cincinnati, Columbus, Cleveland 
and Pittsburg papers circulate but little 
in Southeastern Ohio. The Zanesville 
SignaL reaches that territory. It has 
agents in 64 towns; it gives the news of 
that section. A testimonial: 

WaLKER & DUNCAN, 
Dry Goods, Zanesville, Ohio. 
Mr. H. Craig Dare, New York: 

Dear Sir—We consider The Zanesville 
SIGNAL a very good business getter. 
It circulates over a wide area, and 
reaches in a very satisfactory manner 
the smaller towns which contribute to 
the business of ourcity. Yours truly, 

WaLKER & DUNCAN. 

(Note—This firm uses 70,000 lines of ad- 
vertising in The Zanesville SIGNAL within 
the year.) 

The Zanesville SigNaL produces splen- 
did results for advertisers. Circulation, 
guaranteed, exceeding 5,000. Rate, 14 
cents an inch, flat. 


THE ZANESVILLE SIGNAL, 
James R. Alexander, Publisher, 
Zanesville, Ohio. 
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DESIGNERS AND saling. engromare on 
Deas. illustrating, | 


mi pty rem 
ing. THK N KiNi ang lthographing ing, art | 
—_ ~~ 


HALF-TONES., 
ERFECT copper half-tones, 1-col., 
ioe 





10c. per in. THE YOUNGSTOWN'A 
GRAVING CO., Youngstown. Ohio. 
N°ee ae} HALF-TONES. 
4, $1; 4x5, $1.60. 
Delivered when cash a accompanies the order, 


samples. 
NOXVILEE ENGRAVING CO., Knoxville, Tenn, 
—_+o+ 


PREMIUMS, 
ELIABLE goods are trade builders. Thou 


annually issue now ready; 
F. MYERS CO.. Ow. 48-50 52 Maiden Lane,N. sa 


—_——+o+—_———_ 
ILLUSTRATORS AND ILLUSTRATIONS, 


SENIOR & CO., Wood Engravers, Jee 
H. St., New York. Service rood and 
——__ +> 
PRICE [CE CARDS. 


N Pare ee designed price ca erie oe cards, 50 cents per 10, 
printed on tinted 
stock® THE BLAIR PTO. C CO., Cincinnati, 0. 
ee 


PUBLISHING a - aaaad OPPORTUNI- 


ASH for daily or weekly sourpaper, Ataren, 
with full A and sample copies, 
C.K. SHETTERLY, Holland, Holland, Michigan. 


ANT to get a start in jart in New York! 
You can buy asmall local monthly, 
Make it worth $25,000 
bag a getting a living out 4 it. 
lt don’t make anything no 
But would make excellent profits, 
it property ps Lago 


TOEMERSON P. HARRIS, 
253 Broadway, New York. 
——__ +o — 


ADVERTISING NOVELTIES, 


66 MAMA,” latest novelty adv. 
card; sample and soonae. mater 
SOLLIDAY NOV ADV. /ORKS, Knox, Ind. 


ULVEROID SIGNS; lightest, moe most 

durable and attractive indoor s Com- 
plete line of yet Novelties and + Buttons 
Samples free. F. '. PULVER CO., Rochester. N.Y 


A renee your business with atves 
novelties. Buy them direct. I m 

holder, toothpick cases, nail file, in Fee pny 
Sample of each, 10c. J.C. KENYON, Owego, N.Y. 


RITE forsample and price new combination 
Kitchen Hook and bill File. Keeps your aa 
before tbe housewife and business man. THE 
WHITEKHKAD & HOAG CO., Newark, N. J. 
Branches ~ all large cities. 


ANUFACTURERS of advertising novelties 
of merit — requ ne send samples. 


ACKA 
a Advertisin Novelty Broker, 
Yoder Law Building. suilding, Pittsburg, Pa. 
| ey ~ ORK CONVENTION SOUVENIRS, 
made from nails. They're attractive, sub- 
—_ and cheap. Sample, a World's Fair 


WICK PR ATHLAW AY’S C’RN, Box 10. Madison, 0 
Color Barometers. Ta 


matied in 6% envelope, pen ane. 
1.000. includ: im rink. Bend 10¢ ‘or ample 
FINK & SON, 5th, above Chestnut, Philade 








MAILING MACHINES. 


‘Te DICK MATCHLESS MAILER, hehtest and 
quickest. Price $12. F. J. VALENTINE, 
Mfr., 178 Vermont St., Buffalo, N, Y. 
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IMITATION TYPEWRITTEN LETTERS. 
Tirade, We Typewritten mg of the highest 


ribbo: 
Jes for stamp. SMITH pre. CO. 8 siz 
free. Sey. Toledo, Ohi hio. 


+o 
BUSINESS CHANCES. 


MONTHLY FARM (RM PAPER of the better 
class, centrally located, now climbing the 
second . . usand in circulation and 


month in mavertusing, having reached the bur- 
den of success, is x. ook of ga wa su) oan 
nlarged ment, an 
= r cnsing manage : r who can take an interest 
tnd pas it where I belongs. Address *‘A. B. C.,’ 
Printers’ Ink, 10 Spruce 8t., New York. 





HOUSE-TO-HOUSE DISTRIBUTING. 


QUARANTEE any advertiser an honest, intel- 

I ligent house-to-house distribution of adver- 
tising r throughout all = leading towns 
and cities in the United Sta’ Fourteen years’ 
experience has enabled me . perfect the best 
agaem and to render a better service than can 
secured direct or — ae other agency. 


Welte Hite for full wees 


Setional ps ED Distribute 
Clair St., Cleveland, O 





MAIL ORDER. 


6orPHE HO HOMEFRIEND, ‘IEND.” mail-order journal, 
tes through eight States. Rates, 
only six 9 agate line. Grand Rapids, Mich. 


AIL-ORDEK ADVERTISERS—Try house to 
bouse advertising; it will pay you big. Our 
pS, will a ur circulars and catalogues 
-order buyer, You can reach 
—- 4 whe never see & ty of any description 
x -— | end another. When once 
is easy. We have pemense soem 
a gm sonore  Groumees the United 
—, and are in a position 4. saver 
ter inthe hands of any desired class. OU. 
DISTRIBUTORS RS’ DIRKCTORY will be sent free 
of charge to advertisers who rea to make con- 
| ged direct with the Terese» ae — 


we foods service. Jorrespondence 
NATIONAL ADVERTISING CO, 700 ‘Dakbed 
Bank Building, Chicago. 
LE Ey 
CLASS PUBLICATIONS. 
ARDWARE DEALERS’ MAGAZINE. Circu- 
lation 17,000(@@). 253 Broadway, New York. 
SIGNS. 


t=] wished i. ‘Steel Sig everlastin 
ae qrieted Ble Ra oe 8) 






5,000 3x5 feet... 
gr Little Tin Signs, 
fa inch ts sat = 
2,000 10x: 
a 
= = 8c. 


uslin $i; close wove, very stiff 
sal Bint Printed. “ 







1,000 tas < ‘at lle. 
10,000 36x60. . -at 16c. 
ga souk +» At 4c. 


gent 
Ae The same ti ke Sign Shops. New York, 
63 poe en ghee (North River) 


i aed 
SPECI. ALIZb KD PUBLICATIONS. 
ARDWARE DEALERS’ ALERS’ MAGAZINE. Circu- 
lation 17,000 (@@). 258 Broadway, New York. 
—————___ +. 
CEDAR CHESTS. 


M°r JTH-PROOF Cedar dar Cheste—Made of fragrant 
ere rea Kong and ae ee 


ayaa s low. Send for booklet. 
MONT: FURNISCRE CO., Statesville, N. Cc. 
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PAPER. 


B BASSETT & SUTPHIN. 
Coated Papers speciaity, ‘Diamond 8 Perteot 
° on erfec 
White for high-grane catalorrt 
SUPPLIES. 
UE nrelinnge” sbeorbent ek 0 a Wink; 
ies c. as | au D 
never smuts. Get samples and Selene from FIN. NK& 
SON, Printers, 5th, near near Chestnut, Philadelphia. 
D. WILSON PRINTING INK Cu., Limited, 


e of 17 Spruce 8t., New York, sellmore mag- 
azine cut inks than any other ink bouse in the 


trade. 
Special prices to cash cash buyers. 


Bas RD’S Cold Water Pasteis in dry powder 
form, mixes by adding cold hing U no dirt, 
no a no waste, = ‘eon 


RGeNCY Senrfyane PBuliding, Gai Chie: “ee on 


OXINE—A non-explosive, non- n-borning ign 
stitute for lye and line. 

tempers and improves the suction rollers. Tt 

will not rust — or burt the hands. Recom- 


protection ps half-tones. For sale vy the 
and manufactured by the DOXO MAN’F’G CO, 
Clinton, Ia. 


ee ne 
CARD INDEX SUPPLIES. 

AVE money b: ‘buying from the manufact- 
S rers. A A supplies for all makes of 
cabine ts. 

STANDARD INDEX CARD CO., 
Rittenhouse Bldg., Phila. 


Hr 
NEWSPAPER BROKER, 


818,000 crtnty sent ctty.00 in Oren, 


Cotng. ma business o 27,500, week]: pay 
Writes me for aa E i thin on a set 
Dp} tions. . 
STON, Ne wapepes Broker, Jackson, Mi 





TYPEWRITER RIBBONS. 


costs a littlemore than 
ordinary ribbons, but 1s 
pp ee Ley 
coupon good ‘or 
five “ Ribbotipes,” $2. 
Money back without talk if *, are not satis- 
fled. CLARK & ZUGALLA, 100 Gold St., N. Y. 


———e———— 
ELXNCTROTYPERS. 


We make the electrotypes for PRINTERS’ INK. 
We do the my ay tp cme bey for some of the 


largest advertisers in th rite us “ 
rices. WEBSTER, CRAWFORD & CALDER. 45 
8t., New York. 
FOR SALE. 


J JOB PRINTERS! 
eure law-brief t: 25c. lb. Cash discount. 
EMPIRE TYPE FO Tre, Delevan, N. Y. 


TYPE Pit FOUNDRY Det Del- 


T Cash disep BH ag Body Ho 


EMPI 
evan. 
ae SALE cheap—Cai ae Web Foon a 
ea bg 8 pages: 7. 
9 columns; ta hie acs long; 10,000 an Sen "a3 
Callowhil! hiladelph 
a a eer = rest_in monthly magazine. 
ll established, fine field, no competitor. 


By t _. on in’ which to build a furtune. 
SSOUTHERNER, ”” Box 481, Atlanta, Ga. 


OR SALE—One $-deck Scott Straight-line a 
press, with color attachment! 
new, four _ =. print seven mm | eight o col- 
umns. 
qoasrup let ress. Address DES MOINES 
oapita ert a Towa. 
i SALE TO SETTLE ESTATE—Constirv- 
TIONALIST (country weekly), Democratic 
newspaper scoeetl offices blished 1968. 
Ng by = Cash receipts its from Jan. 
1, 1904, over 91.000" Half is ay 
Splendid leoubtment. Price $3,000. G. hint 
'D, Emitience, Ky. 
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4DDRESSING. MACHINES. 


ng used by the 

ers poushous the country. Send 
a3 —— We d “4 seas ng at low rates. 
& CO., Murray St., New York 

i310 Pontine Blig., 308 Dearborn St., Chicago, Ill. 


HE STANDARD AUTO ADDRESSER is a high 
speed addressing mac: . run by motor or 
foot power. System embodies index idea. 
Prints visibly; perforated card used; errors im- 
posstle; operation simple. Correspondence so- 
cited. 


B. F. JOLINE & CO., 
128 Liberty St.. New York, 
peoscmnston fh ~ “manana 


ILLUSTRATIONS. 


Yk, CUTS. | Stamt Stamp for folder. CAR- 
VETH, A , 1612 Wabash Ave., Chicago. 


Pe ae ee 
ADVERTISEMENT CONSTRUCTORS. 


HAS. CUSTER, Ad Constructor, can convince 
customers; 3 ads for $1. Humboldt, Tenn. 


Ts DE-MARKS, headlines, illustrations. 8. E. 
LOWENBACH, 1516 W. Fayette, Baltimore,Md. 


RED W. KENNEDY, 171 Washington St., Chi- 
cago, writes advertising—your way—his way. 


yaa CUTS for your line. Write on busi- 
= poo of or less $1 for sample. AKT 
LEAGUE, New Yor! 


Att WRITING— gated more. 
Been at it 14 yea 
JED SC4RBORO, 
557a Halsey St., Brooklyn, N.Y. 


IF YOU NEED 


a booklet, folder, a stro! a yetiien and set up 
—and delivered in electro ae. if ce 
or anything in the way of PRo! NTING 
or CATCHY COMPOSITION, write, — “ght MAN. 
He has had 15 years’ epperience. and will produce 
something novel and striking; something that 
will pay you. PRI INTERS? PRESS, 45 Kose 
St., New York City. 


I DO NOT BELIEVE 
a fs ment of me would promptly 
— beyond the dreams 
I ask you to believe it—but 
MPLICITLY BELIEVE 
that such $A. » as travel for you through 
the mails, i. e., your ee. Circulars, Book- 
lets, etc., be * dressed” and might 
Brea tad “talk” better ie I had the grooming of 
hem—an 
1 YURTHER IMPLICITLY BELIEVE 
that my ideas,as they would appear in your 
literature, would secure for Fras a sufficient in- 
crease in the responses traceable to them—would, 
in short, “cut enough (extra) ice” for you to 
take the “sting” out of my bill for “ ption- 
” the necessary “gumption’’!! There are 
jou of men who read this column every week— 


I that your em 
pave your way 
of ey nor do 


aaa miss it-—who easily might—and, oon, 
often—do more foolish things than to write me 
for a lot of samples that will show just how 
closely I cling to “humdrum ” conventions and 
kiln-dried futilities in my work. I do not ex- 


pect any man who may think this —s at him 
a4 pone hen geed en 2 cents’ worth of in when 
he writes 


No. 35. FRANCIS I. MAULE, 402 Sansom St. ,Phila. 





Advertising sing Agencies. 


dtuarttemente under this or thishead, two lines or more 
‘ust handed in one 


CALIFORNIA. 
OLDEN GATE ADVERTISING CO., 3400-3402 
Sixteenth St., San Francisco, Cal. 


ge AED sw meg: San Francisco— 

west of Chicago; employ 60 
people; save a vers isers by advising z judiciously 
newspapers, billboards, walls. care, distributing 


Cinta. Estab. 16. P CO., Los Angeles, Califor- 
lace adve’ . a 
zines, ne wapapers, trade 
outtoor Effective ads. eting plans. PACE: 
AST ADVERTISING, 25c. copy; $2 year. 
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pm DISTRICT OF COLUMBIA. 
a Rh $line Want A in 1b k 

+) Send for listsand ae ices. LP eee eat 
ADVERTISING AGEN anUr Sear Be dg... Woske ae 


MISSOUR ISSOURI, 
W. KASTOR & SONS ADVERTISIN l- 
H. PANY, Laclede Building, St. Louls Be coe 


NEW JERSEY. 


L order adve' 
ABTANLEY DAY Y AGENOY, | e 


NEW YORK. 
O°" AGENCY, 1 Madison Ave., N, y, 
Medica! journal advertising exclusively, 


ORME EO: Advertisi nt ae 
. Z. Private wi: ate wires, Boston: * iT 


Atween FRANK & CO., 25 CO., 25 Broad eal es 4 
General Advertising Agents. Established 
1872. Chicago, Boston, ladelphia. Advertis. 
ing of all kinds placed in ed in every part of the world, 
NORTE AMERICAN ADV! ADVERTISING CORPO 
RATION, Woodbri Building, ee 
Street, treet, corner of oa, ; A. rk. 4 
recogni ’ general ave: ing agency, by 
— first-class accounts. bing agenc ¥ 
fixed service charge on the net prices ac 
paid by the Agency 


OHIO. 
Cinsnce . RUNEY, Bases Bldg., a Cinel. 
ewspaper, Magazine, ta 
pr MY Printing, ing, Designs, Writings. - 
PENNSYLVANIA. 
[aE H. L IRELAND ADVERTISING AGENOY, 


(Estab! 
925 Chestnut Street, Street, Philadelphia. 


FORAS & & ey ge 
verti 

1208 Commonwealth Biag., Phila. 
* Less Blok and White, and more Gray Matter.” 


RHODE ISLAND. 
O. F. Be. a8 AgunOT, see Bright, 
“ad magazine, 


paper ze 


TENNESSEE. 
REENWOOD ADVERTISING COMPANT, 
Office and Plant, Knoxville, Ten 
Designers and M’f’rs of Painted "Advertising 
Out-of-door Work Contracted for, 
Street Bulletins, Wall, Fence and | Cut Outs, 
Distributing and Sign Tacking. 


CANADA. 
ANADIAN advertising promises results which 
invite most careful gene yaa bhi Z| 
for best list ot t, papers cover the whole 
efficient) ESBARATS ADVERTISING 
AGENC "std Montreal. 
pana AE 


The Man Behind the 
COUNTER 


sells what HE wants to sell. If your goods 
are better or pay more profit, if there is an 
reason why the dealer should push them, tell 
him about it through his trade paper. There 
is only ONE grocery paper in the southwest; 
it’s a good one. Investigate it. 


THE RETAIL MERCHANT 
Dallas, Texas 








*Bout “Himself” and “His Work” 


now on the press. If you 
time, accompanied byt Five Red Stamps, 
copy will be mailed you 


FRANKLYN aia 
Composer and Editor of Advertising 
rs, at the “ Letter Shop” in the 
Caxtou Block, a. 





















> ed eae: ate 


pe a ae ee 








les, 
LL 
0, 


M- 


Ak 
Jd 


Se POSO PPS SER’ 





PRINTERS’ INK. 


International Advertising 
Golf Tournament 


fr aN International Golf Tournament of advertising men 
I (see qualifications noted below) will be held on 
the famous North and South Championship 
Course at Pinehurst, North Carolina, on Monday 
and Tuesday, January gth and toth, immediately 
preceding the Grand Annual Mid-Winter Tournament, which 
will be held on the four succeeding days, January 11th, 12th, 
13th, 14th. 

It has been decided to divide the players after the qualify- 
ing round into groups of eight according to scores, each eight 
to play for two trophies, one to be fought for between the 
winning four and the other between the defeated four in 
each eight. 

In addition there will be medals for each of the lowest 
eight scores in the qualifying round,and a gold medal for the 
lowest score in qualifying round. Under the above arrange- 
ment every player will have a fair opportunity to meet players 
of his own class with a chance of winning one of the sixteen 
prizes offered. 


Qualifications for Entrance 
in 


International Advertising Golf Cournament 


First Any general or local advertiser over his own or his firm’s name; 

Second Anyone who has authority to place advertising for any firm or 
corporation. 

Third Anyone whose sole business is soliciting, writing, or placing advertising ; 

Fourth Any general or special advertising agent ; 

Fifth Any manager of the advertising department of a newspaper, publica- 
tion, firm, or corporation ; 

Sixth Anyone exclusively engaged in preparing advertising novelties ; 

Seventh Anyone exclusively engaged in soliciting or placing advertising in street 
cars, or on bill boards or hoardings. 





Full particulars may be had of, and entries should be forwarded to, 
Mr. Frank Presbrey, 3 West 29th Street, New York, or Wm. C. Freeman, 
care of Journal, New York, of the Committee, giving, in addition to his name, 
the Club the entrant is a member of and his connection in the advertising 
world. The Committee reserves the right to pass on the eligibility of any 
player, and its action will be considered final. 
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BY GEORGE ETHRIDGE, 


CRITICISM OF COMMERCIAL ART 


In nearly every line of business 
advertising has some peculiar char- 
acteristics. Advertisers seem—un- 
consciously perhaps—to fall into 
the style of other advertisers in 
the same line of business. 

For this reason there is a simi- 
larity in nearly all clothing adver- 
tisements; in jewelry advertise- 
ments, in grocery advertisements, 
and so on. There is no particular 
reason why one should be able to 
identify these different divisions 
and subdivisions at a glance, and 
it can generally be done, 

The merits and defects of a cer- 
tain line of advertising are apt to 





r will surprise you 
how delicious a 
. dash or two of Mc- 
ILHENNY'’S Ta. 


halfa century inthe (® 
leading hotels and 


The Original 
Tabasco Sauce. 
Free booklat of new recipes on request. 
McILHENNY’S TABASCO, 
Now Theria,. La. 


No.| 


make their appearance in about all 
the advertisements in that particu. 
lar line. For example, practically 





all advertisements of table sauces, 
salad dressings and things of that 
nature run to complication and 
confusion, 

Dining-room scenes, embodying 
rooms full of furniture and peo- 
ple, and strange mixtures of lob- 





PRINTERS’ INK. 


COMMERCIAL ART CRITICISM 


READERS OF PRINTERS’ INK WILL RECEIVE. FREE OF CHARGE! 


33 UNION SQUARE, N.Y. 


MATTER SENT TO MR ETHRIDGE. 


sters, fish, vegetables, etc. are 
among the most familiar mani- 
festations of the individuality of 
this class of advertising. 

An ad of Mcllhenny’s Tabasco 
Sauce, here reproduced, and mark. 
ed No. 1, is an example of this sort 


FOR SALADS | 
; CN” 








No.2 


of complication and confusion, but 
it is better than many similar ad- 
vertisements of this kind. 

No. 2 offers a much clearer and 
plainer representation of the bottle, 
and “His Lobstership.” 

* * * 


There is one good thing about the 
Keith advertisement shown here. 
That is that there is no law com- 
pelling people to read it. The ad 
occupies a full page in a December 
magazine and the only thing about 
it that excites either interest of 
curiosity is the picture of the tomb 
at the bottom. 

This page shows half-tone cuts 
and complete diagrams of five dif- 
ferent houses, besides advertising 
15 different books and other things. 

























if- 
ng 
rs, 








This would be a triumph of con- 
densation even without the picture 
of the tomb. 

One of the statements that this 
advertisement makes is that “We 


Bet ther or eur publications are sor on the “bergate 
counter,” fer they ave NOT THAT KIND. 


aims 


Latest Books of Plans: 
1 rang 09, «f 








carry in stock over one thousand 
plans for you to select from.” It is 
suggested that by a little extra ef- 
fort the Keith Company might 
show us all those thousand plans 
on one magazine page. 

* * * 


Here is a pen advertisement 
which is neat and attractive. The 
entire space is utilized by the copy 
and illustration, and although a 
part of the copy is worked into 


ligated editor, 
YSE 6 Ane ase’ EERTS 4 
Yl be nbd rd ceric Z 














the illustration, the result js not 
confusing or unpleasant to the eye. 
The illustration simply and fully 
illustrates the idea of the ad, 

* * * 


This advertisement of the Rider- 
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Ericsson Engine Company is in- 
teresting. There is nothing par- 
ticularly startling about it, but it 
is good in its way. 

The horse is a good horse, and 
the cow is a good cow, and they 
look as if they enjoyed their drink, 
Next to people domestic animals 
are always of more interest than 
anything else that can be put into a 
picture, provided the work is well 
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s RiderEricsson Engine Ca, “ERS. VEN 


done, Well done does not always 
necessarily mean _ artistic excel- 
lence, but rather an adroit appeal 
to our interest in animals and 
things they do. 

One of the most interesting and 
useful illustrations that has been 
evolved recently is the dog listen- 
ing to “His Master’s Voice.” The 
idea is a clever one to start with, 
but people are tar more interested 
in the dog and what he is doing 
than they are in the cleverness of 
the idea, 

No matter how clever an idea 
may be, if it simply impresses peo- 
ple with its brightness and does 
not carry them along to the article 
advertised, it is not good, 

—_—_oo_____ 

“IMMIGRATION” is a booklet from S. 
A. Hughes, general immigration agent 
of the Frisco System, describing that 
railroad’s method of attracting settlers 
through advertising and _ solicitation. 
This work began in 1902 with the organ- 
ization of the Frisco System Land and 
Immigration Association, which now has 
more than 650 members, drawn from the 
real estate men, clergy and bankers otf 
twenty-two States and Territories. 

——_—_+o>—<———— 

Some booklet wisdom is contained in 
a brochure on this form of advertising 
from George F. Lasher, Philadelphia. 
“The booklet,’ he says, “is a_heart-to- 
heart talk of seller to buyer. It is more 
than a mere advertisement. There is a 
sense of importance about it that no 
other advertisement has; the mere send- 
ing of it carries an element of compli- 
ment that never lacks appreciation.” 
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READY-MADE ADVERTISEMENTS. 


Readers of PRINTERS’ INK are invited to send model advertisements, ideas for window 
cards or circulars, and any other suggestions for bettering this department. 








I take it that, just now, the read- 
ers of this department are more in 
need of good Christmas “copy” 
than of advice; so the space that is 
usually devoted to “talk” is given 
to good, live ads that you can use 
to advantage between now and 
Christmas, covering a wider range 
of subjects than would be possible 
with the usual introductory matter. 


Why in the Name of Common Sense Do 
Advertisers Handicap Their Good 
Work by Leaving Out the Most In- 
teresting Part—the Price? 





Give Him a 
Safety Razor for 
Christmas. 


There is economy in it. 
Any man _ would rather 
shave himself if he could. 
Any man can give himself 
a smooth shave with one of 
our safety razors. A very 
neat gift; comes in a case 
—-outfit complete. 


Have one—or_ anything 
you wish laid away till 
Christmas. 


S. W. TASCH, 
Jeweler and Optician, 
13 White Street, 
Danbury, Conn. 
Peck & Snyder Skates, 
50c. pai 
Pleat "Buckle Straps, roc. 
pair. 











One of Those Small Space Ads That 
Are So Well Handled in the Washing- 
ton, D. C., Star. 





Foot Balls and 
Punching Bags 
at $1.00 up. 


Sporting goods are the 
ideal gifts for boys. A 
Punching Bag or Foot Ball 
would give the most pleasure 
to the youngster. 

M. A. TAPPAN & CO., 
1330 F ere 
Washington, 











A Brief and Conytncing Talk on Hand. 
kerchiefs, From the Danbury, Conn, 
Evening News. 








—_——, 


A Holiday Hand- 
kerchief Display 


without an equal. 

We began to place our 
orders for holiday handker- 
chiefs as long ago as last 
July. And we've been col- 
lecting ever since. When- 
ever the opportunity offered 
to add something really mer- 
itorious to the assortment 
we did so. The result of 
this forethought is spread 
before you at this time. It 
calls forth many expressions 
of delight, for there is noth- 
ing worth having in hand- 
kerchiefs that we cannot 
supply. 

(Descriptions and prices of 
handkerchiefs under heads, 
“For Women,” “For Men” 
and “For Children.’’) 

Handkerchief Boxes Free 
with each half dozen above 
the 12%c. grade; five cents 
each when sold singly. 


McLEAN BROS., 
221 Main Street, 
Danbury, Conn. 











Restaurant, 
Conn,, Register, 


A Good Roliday Suggestion for a 
From the New Haven, 











“Will Not Be 
Home To Lunch 
To-day.” 


The holiday trade will 
force many ladies and 
gentlemen to lunch down 
town. Our “ready dishes,” 
printed on our daily menus, 
offer a tempting variety for 
a light lunch or a substan- 
tial meal, Cuisine and ser- 
vice perfect. Surroundings 
attractive. Ladies’ extrance 
on Church street, 


HOF-BRAU HAUS,; 


Corner Church and Crown 
treets, 


New Haven, Conn. 
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Another Pca Suggestion _From the 


>= 





lade. llet 
phia Bulletin 
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Brief, Comprehensive Description; the 
Price; the Range of Prices, 





How Would a 
Dress Pattern Do? 


Lots and lots of mothers 
and daughters, and sisters, 
too, would much prefer a 
practical gift—material for 
a dainty house or evening 
dress, a street dress—to 
some trinket or ornament 
they have. no special use for. 
Here are three specials for 
to-morrow that may help you 


out: a , 
(Descriptions and prices.) 


SNELLENBURGS, 
Philadelphia, Pa. 


——— 








va 
Beautiful Gift 
Furniture 


There can be no more 
serviceable Gift, nor one 
that will prove a more con- 
stant reminder of the giver, 
than a pretty and useful 
piece of furniture. 

There’s always room for 
another rocker, or a couch. 
Some nooks seem made for a 
little parlor table; and the 
hall without a hat rack looks 
bare. And as for those big, 
easy Turkish chairs and 
rockers, wouldn’t anybody 
welcome such a gift? Or a 
Morris chair. 

Then a curio cabinet or 
china closet. How much 
more at ease one feels to 
know that her treasured bits 
of china and bric-a-brac are 
safely and appropriately 
housed in a handsome cabi- 
net. And as_ for side- 
boards and women’s desks— 
but why enumerate? Our 
Furniture Department does 
not contain a thing that 
wouldn’t please and satisfy 
as a gift, whether for one’s 
own home or a friend’s. 

The following items have 
been selected for their ex- 
treme appropriateness, and 
are reasonably priced. There 
are few homes in which one 
of them would not be a high- 
ly treasured acquisition—the 
styles, construction and fin- 
ish are of the highest char- 
acter: 


(Descriptions and Prices.) 
WOODWARD & LO- 
THROP, 
Washington, D. C. 





Excellent Argument, and Literally 
unning Over With Helpful Hints. 
= 





Enough. 


45 


Good 





His Present 


(A good cut of the chair.) 
Hoskins Chair No. 677%. 
Upholstered in real leath- 
er; framed in quartered oak. 
An exclusive value, at $17. 

A revolving desk-chair is 
one of the happiest solutions 
of the frequently puzzling 
question of what to give 
paterfamilias. 

Our stock of revolving 
desk-chairs embraces the 
widest possible variety of 
patterns, and our prices 
range from $5 to $50. 

Elastic Bookcases. 

Every wood, in all the 
different finishes, to har- 
monize with any scheme of 
furnishing. 

HOSKINS, 
Printing, Engraving,  Sta- 
tionery and Office Fur- 
niture, 

904-906 Chestnut Street, 
Philadelphia, Pa. 








This One ts Good, in Spite of General- 
tgations—Has Snap and Vim, 
Suggests Preparedness. 


and 














Visit New 
Haven’s Largest, 
Lightest and 
Handsomest 
Store 


Sunday, Nov. 27, ’o4. 
Doesn’t seem possible, 
does it? Thanksgiving past 
and Christmas just ahead! 
Got to think seriously of 
Winter clothes now—and 
gifts as well. You'll find us 
prepared for you—the best 
overcoats in all the new 
styles—$10 to $50; the 
smartest suits, $15 to $28; 
fixings for day, evening or 
night wear; proper hats and 
shoes and warm wear gen- 
erally for man and boy, 
We're showing the larg- 
est and most varied stock of 
holiday wear. Ready when 
you are, at the Big Store, 


MEIGS & CO., 
Incorporated, 


91, 93 and 95 Church St., 
New Haven, Conn. 















. 
4 
f 


pre rencerarrs 


oenns 


nc eas a 


ose Ses ee 


a 
‘ 
ey 

















46 


PRINTERS’ INK 


4 Good Christmas Piano Ad From the 
Memphis, Tenn., Commercial Appeal, 





That Xmas Piano 


Should be purchased or re- 
served now. It’s not a bit 
too early. Then you don’t 
have to go all over town 
to look at the different 
makes before buying— 


We've Got It Here 


We keep more different 
high-grade pianos than amy 
other two houses here. 
Glance over this partial list 
—you'll find nothing com- 
mon among them. 
Chickering Gabler 
Behr Bros. Smith & Barnes 
Haines Bros. Krell 


And others of standard 
reputation that you can buy 
on the Easy Payment Sys- 
tem. 

FRANK  FITE MUSIC 

COMPANY, 
380 Main Street. 
Memphis, Nashville,; Chat- 
tanooga. 





A Small Strong One From the Phil, 


delphia Record. 








A Catholic 
Young Lady 


would appreciate a _ nice 
Rosary for Xmas. We have 
them from 25c. to $5. 


FRANK QUIN & CO., 
“908 Arch St., 
Philadelphia, Pa. 











This is a Very Good Little Ad, But it 
Seems Better to Describe One or Tuo 
Garments Each Day, With Prices 
Than To Cover the Whole Stock Pe 
This General Way. 











This One From the Memphis, Tenn., 
Commercial Appeal Contains a Hint 
for Carriage Dealers Everywhere. 
Why Not a Carriage for Christmas, 





May We Suggest 


ASA 


Suitable Gift 


ONE OF THOSE 


New Carriages 


SHE ADMIRED THIS FALL 

Your wife may have ad- 
mired one of those swell 
closed carriages we are 
offering, a station wagon, a 
brougham, or a coupe rocka- 
way. They are the acme of 
style in vehicles, and the 
superb excellence of the ma- 
terial and workmanship is in 
keeping with the elegance of 
the style. The great present 
and still greater prespective 
improvement in the streets 
makes a fine carriage a 
source of pleasure. Never 
have we had such a fine as- 
sortment, and never have 
fine vehicles sold so rapidly 
as this season. No trouble 
to show them to you, 


W. S. BRUCE & CO.,, 
Everything for the Horse. 
Memphis, Tenn. 





ae 


Gift Furs. 


The elegant and the inex- 
pensive. 

_Those_ who _ contemplate 
giving Furs for Christmas 
will find our immense stock 
and Low Prices great aids to 
satisfactory selection. 

Our reputation guarantees 
reliability, no matter how 
little prices may be. 

Goods held for delivery at 
any desired time. 

SAKS FUR CO.. 
Manufacturing Furriers, 
Cor. 13th and G Sts. 

Washington, D. C. 








This Will Help Many a Puzzled Person 
With a Little One on the Gift List. 














Babies’ $5.00 a 


Corduroy Coats 
$3.49 


Any ‘little one—2 to 4 
years old—on your Christ- 
mas list? If there is, here 
is the swellest little Cordu- 
roy Coat, full box effect, 
with double row of pearl 
buttons in front and patent 
leather belt. But that’s not 
all of it—there is a large 
pointed collar, trimmed with 
lace medallions and edged 
with cord. A $5 coat in- 
side and out—for to-morrow 
it is specially marked $3.49. 
Every coat warmly inter- 
lined. Brown, blue, tan and 
garnet. 

More gifts for tiny toddlers, 


(List and Prices.) 
SNELLENBURGS, 
Philadelphia, Pa. 





















@ Philo. 


But it 
wr Tw 
Prices, 
Ck it 





50% 
st, 





A Credit Proposition That Lightens the 
Christmas Load—From the Philadel- 


phia Bulletin. 








Win Her With a 
Diamond. 


Buy your loved one a dia- 
mond for Christmas—the 
rest will be easy. 

Diamonds $7.50 up. 

Our part payment system 
makes a diamond easy to 
buy and easy to pay for. 
Drop in, we will be pleased 
to show you goods and give 
you full particulars. We 
require no money down at 
the time you buy, and make 
terms to suit you. 


GEO. KELLY’S DEPART- 
MENT STORES, 
Market & Seventh, 
Front & Norris, 
Philadelphia, Pa. 
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Appropriate and Timely Bank 


rom the Washington, D. C., Star. 





Xmas is Coming. 


Celebrate the New Year 
by opening an interest-bear- 
ing savings account with the 
National Safe Deposit, Sav- 
ings and Trust Company. 
This company has _ 23,000 
such accounts, and has im- 
proved facilities for the ac- 
commodation of as many 
more. 

Executor of Wills. Ad- 
ministrator of Estates. 
Guardian of Minors, 

Thomas E. Jones, Presi- 
dent; E. Francis Riggs, 
Vice-President; Wm. D. 
Hoover, Vice-President and 
Trust Officer. 

Cor. 15th St. and New York 
Avenue, 


Washington, D. C. 





Says 





A Wales tore Gid | 


A Christmas suggestion— 
Silk Waist in a dainty gift 
box. Think it over! No! 
better come and see _ the 
waists—they’ll persuade you. 
These are merely a handful 
of the many lovely ones: 

(Descriptions and prices.) 


STRAWBRIDGE & 
CLOTHYER, 


Philadelphia, Pa. 











Ad, 


a Good Deal in a Small Space. 








PRINTERS’ INK. 


A Credit Proposition, as Attractively 
Presented in the Memphis, Tenn., 
Commercial Appeal. 





Christmas 


Suggestions 


The Reliable’s plan for 
the holidays has so pleas- 
ed the people that they 
have responded, not by 
scores, but by hundreds, and 
our books are filling with 
new accounts. No such plan 
has ever before been propos- 
ed by a furniture house. It 
allows a full expression of 
holiday sentiment without 
having any effect on your 
cash resources. Heretofore 
it has been impossible to 
secure easy terms of accom- 
modation on anything, save 
that intended for your own 
use. Now, according to our 
new plan, you can give 
away anything we have in 
stock and take the same time 
and way to pay for it. We 
will make the deliveries at 
or close to Christmas time, 
as you desire, and you may 
even come now, make your 
selections and _ have. them 
laid aside until you want 
them delivered. We are sin- 
cere in every word uttered 
in tls advertisement, and 
the plan is at your disposal 
precisely as stated. Nearer 
and nearer we are approach- 
ing that ideal method of 
merchandising which is des- 
tined to throw aside all an- 
cient plans and make buying 
a real pleasure instead of a 
burden, as it is in many 
cases, We are elevating and 
(dignifying credit purchases, 
and eventually you will 
think of the Reliable Furni- 
ture and Carpet Co., alone, 
when you think of furniture 
and household necessities. 
Our Store is Open Evenings 
for the benefit of those who 
cannot conveniently shop 
during the day. 


THE RELIABLE _ FURNI- 
TURE & CARPET CO., 


Memphis, Tenn. 





A Seasonable Laundry Ad. 





To- Morrow Is 


Wash Day 


again at the Conser Laundry. 

While busy with your 
Christmas shopping send the 
family washing to the Con- 
ser Laundry. Rough Dry 
sc. the pound. 








THE CONSER LAUNDRY | 
essen 
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PRINTERS’ INK. 


One Hundred Dollars Award 


Seventy-Five Dollars Award 
Fifty Dollars Award 











Twenty-Five Dollars Award 





On January 10th, 1905, The Printers’ Ink Publishing Company 
will mail four checks for the sums above named to the respective 
parties who have sent in the largest, second largest, third largest, 
and fourth largest number of paid-in-advance annual subscriptions 
to PriInTERSs’ INK at the now prevailing special rate of Two 
Dollars per year. 

Anyone may compete for the above cash awards, provided he 
sends in three prepaid annual subscriptions and thus qualifies as a 
canvasser for the Little Schoolmaster. The canvasser may also 
retain 50 per cent. on every prepaid annual subscription he can 
obtain. A canvasser may sell trial subscriptions for six or three 
months at the proportionate prices and retain the proportionate 
commission of 50 per cent. Two six-months’ subscriptions or four 
three-months’ subscriptions are credited to him as one annual 
subscription in the competition for the cash prizes. 

If a present subscriber extends his own subscription for at 
least three years at the special Two Dollar rate, he may also 
qualify as a canvasser, and he may signify his intention to com- 
pete for the cash prizes, and he has also the right to retain 50 per 
cent. commission from the total amount of annual subscriptions he 
cares to prepay, thus making the price to him $1.00, net, on each 
yearly subscription. 








The special offer and all attending privi- 
leges and commissions to canvassers, news- 
dealers, publishers and subscribers ABSO- 
LUTELY terminate on December 31, 1904. 








THE PRINTERS’ INK PUBLISHING COMPANY 


CHAS. J. ZINCC, Manager. 














